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When KOB-TV says 
““go out and buy it’ 


... people go out 


and buy it! 


The Albuquerque Division of KSTP, Inc. 


KO B-TV 
Channel 


NBC Affiliate 
Albuquerque, New Mexico 


Represented by 
A GOLD SEAL STATION 





Edward Petry& Co.,inc 


The Original Stotion Representative 











Even the marshall bit the dust on the night of August 15th! The night 


that WGN-TV telecast the game between the Chicago White Sox 
and the Kansas City Athletics. / This illustrates again how WGN’s 


policy of programming for Chicagoans pays off in top audiences 


—a policy which continues to bring results to our advertisers. 
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Auto dealers vote television best for preselling 
prospects, bringing them in to buy 
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Unsung veteran Walter Scott sparks NBC-TV drive 


to pre-eminence in car advertising 


36 STUDIO FOR TOMORROW 


ABC-TV remodels its New York studio space to give 
the area new efficiency, flexibility 


38 GOALS FOR GREY 


Agency executive Hollender believes that correct 
use of tv helps achieve future aims 


40 CAR BILLINGS ZOOM 


TvB spot report for the ’59 second quarter shows 
big jump in automobile use of video 
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The customers always write 
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The way it happened 
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Tv and Capitol Hill 
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The financial picture 
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Digest of national activity 


70 Audience Charts 
Who watches what 


87 In the Picture 


Portraits of people in the news 


88 In Camera 
The lighter side 
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3-6 p.m. Every Day 
Tied for Ist Place 
6-9 p.m. Every Dey 
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#3 


UP-DATED 


Largest TOTAL circulation 
Largest night-time weekly 
circulation 343,200 Homes! 


WLOS-TY FIRST 
in the Carolina Triad ! 


All measurement surveys show that 
WLOS-TV is FIRST inthe Carolina 
Triad in delivering the audience for 
your product or service at a low, 
low CPM. Get all the facts from 
your PGW Colonel. 
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WLOS-TV 


towering new force in Southeastern TV 


UNDUPLICATED ABC IN 
GREENVILLE © ASHEVILLE + SPARTANBURG 


WLOS AM-FM 


Represented by: Peters, Griffin, Woodward, Inc. 
Southeastern Rep: James S. Ayers Co. 





AN EXTRA. 


3% 


You earn an additional 
5% discount when you buy 
matching spot schedules on 
Channel 2 in Bangor and 
Channel 6 in Portland. 

And you're buying the 
leading station in Maine’s 
two leading markets. 

Compare Bangor’s May 
"59 ARB to May ’58. Here’s 
just one of the things you'll 
find. 


MONDAY THRU FRIDAY 
6 P.M. TO MIDNIGHT 


Channel 2’s share 
of audience 


INCREASED 
9.5% 
Station “B” ’s share 
DECREASED 
10.0% 


Ask your Weed TV man 
more about more powerful 
Channel 2 


WLBZ-TV 


NBC Affiliate 





Bangor, Maine 
Ra ; 


A MAINE BROADCASTING - 


SYSTEM STATION 


WLBZ-TV (2), Bangor 
WCSH-TV (6), Portland — - 
WLBZ-Radio, Bangor 
WCSH-Radio, Portland 
WRDO-Radio, Augusta 
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Letter from the Publisher 


Tv and the Numbers 

With the television business off to a prosperous fall and winter, 
this is the best time for media to assess its basic objective—that 
of moving merchandise. 

Television is delivering near saturation of American homes. On 
a competitive basis with other media, television has the numbers. 
These statistics on the medium are documented every day. But 
somehow lost in the maze of statistics is television’s fantastic ability 
to sell goods. 

Paradoxically enough, the advertiser knows this better than any- 
one else. It remains for television to sell this concept and sell it 
aggressively in the months ahead. Many an outstanding network 
and local program has been bumped because the ratings did not 
measure up to the competition. Yet the show was doing a good job 
for the advertiser. Several years ago, radio provided an Exhibit A 
of the “creative sell.” Mary Margaret McBride, on New York 
radio for many years, never had a rating over 3. Competitive sta- 
tions in New York consistently came up with ratings of 10 and 12. 
And yet there was always a waiting list of advertisers who wanted 
to get on the McBride program, and the success stories of those 
who used the program were legend. Ratings have been responsible 
for the demise of some very fine women’s programs in television. 

It wasn’t until Lestoil came along with a most imaginative for- 
mula and demonstrated that the accumulated impact of the medium 
was so great that they could buy non-prime time and do an effective 
sales job. Mr. Clean followed in their wake, adding some refine- 
ments to the formula. If anyone wants to determine how successful 
the approach has been, he needs only to go into any supermarket 
and look at the shelves where these products are stocked. 

Companies, of course, jealously guard their sales figures but 
through consumer panels, pantry checks and other standard re- 
search methods it is possible to determine sales activities. These 
can be developed into creative selling tools correlating television 
advertising to the movement of merchandise. What the television 
business could use right now is an “effective sales quotient” yard- 
stick in addition to the other measurements. Television should sell 
the sizzle as well as the steak, its impact as well as coverage. 


Tv Sells Automobiles 

Dollar-wise, one of the most important groups of American busi- 
ness men is that of the automobile dealers. More and more these 
dealers are discovering that no other medium is as all-round effec- 
tive as tv in selling their product. 

It is more than a coincidence that top dealers of nearly every 
make of car in almost every section of the country are big users 
of television advertising—backing up the impact of network adver- 
tising by parent companies (see network auto schedule, page 36). 

In this issue TV AGE has gathered together case histories of a 
great number of these dealers, giving their experiences with tv and 
the formulas they have worked out for solving their sales problems 
(see page 27). 

They should prove of considerable value to auto dealers who 
want to boost their turnover—and to stations which are not getting 
their share of this important segment of spot and local business. 


Cordially, My Aut 
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A 1:45 P. M. on September 22, Mr. Khrushchev is coming to our town— 
to see what he can see. 


From halfway around the world he is coming to visit this bountiful 
land for a few hours. Out here in the heart of America, he will see 
Agriculture and Industry wed — blossoming into a tremendous 
capitalistic force for good and good things. 


He will see the great rolling fields of hybrid corn stretching from here to your 
breakfast table. He will see the John Deere Works whose massive daily 
production of labor-saving farm machinery is an obvious testimonial for a 
successful capitalistic venture. He will see the sprawling Firestone Tire & Rubber 
plant which makes tires as big as a house or as small as a doughnut. 


He will see one of our country’s great insurance centers. He is going to visit a 
great university dedicated to developing growing things, including people. 


He is coming to see what he can see, and it’s time he did. There's a lot 
to see here. This is an important place. 


Mr. Khrushchev’s every reaction will be reported instantly by radio and television 
stations everywhere. Before the world goes to sleep that first night of his 

visit, the world will know more about Mr. Khrushchev and Mr. Khrushchev’s 
world will know more about us . . . because of electronic journalism. 


In truth, “Big Brother” will have his eye on us and we'll have our eye on 

“Big Brother.” One of the first things Mr. Khrushchev will see as he flies into 
Des Moines is the KRNT-TV tower right smack in the middle of town. 

About the second thing, KRNT microphones and cameras. 


There’s so much to see here and so little time for him to see it! There’s much to 
know about our nation’s radio and television setup, for example, and 
it takes so long to appreciate its massive force. 


Des Moines would be a good place for him to study free American radio and 
television. We've got some of the best stations in the country here, and they 
operate in the public interest, convenience and necessity, and not because 

of any party line or edict. We're important to people. 


Mr. Khrushchev should see our good KRNT newsmen in action, writing stories, 
reporting facts regardless of who is involved—facts about public officials, for 
example, not caring whether the public officials will be pleased or displeased . . . 
newsmen broadcasting stories, caring only that the public gets the truth. 


Mr. Khrushchev might learn to like American radio and television, all the music, 
the drama, the comedy, the public service — FREE — just so someone can tell 
about a product or a food or a service that people can buy to make their 

living easier . . . selling things in this country that uncounted millions in 
other parts of the world cannot buy. Let him see free American broadcasting, 
born from free American competition. 


Yes, Mr. Khrushchev is coming to our town, and the world’s spotlight focuses on 
this heart of America. Everyone should come see us. What we are doing out 
here is important to people throughout the world. Come make your own 
inspection trip. You'll like what you see. 

Cowles Broadcasting Co. 


KRNT, KRNT-TV 
Des Moines, lowa 


Represented by THE KATZ AGENCY 
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LOS ANGELES 
KPOP 





DETROIT 
WJBK 


TOLEDO 
WSPD 










PHILADELPHIA 
WIBG 










ATLANTA 
WAGA-TV 





TOLEDO 
WSPD-TV 


YOU KNOW WHERE YOU'RE GOING 


Any way you look at it ...A Storer station is a cinch for increased sales. 
Take the case of the Big Three Buyers of airtime: Colgate, Procter & Gamble 
and Lever Brothers. Between them and their advertising agencies, hundreds 
of research people are employed. They microscopically examine everything 
they buy. And all three buy consistently on Storer stations, Radio and TV. 
What better guide to best results? What better proof that you know where 
your sales are going when you buy Storer? You can bet your bottom media 
dollar, with Storer they’re going up! 





« Storer Broadcasting Comp 
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PHILADELPHIA 
WIBG 
$0,000 watts—First, by far 
in Philadelphia 
DETROIT 
WIJIBK 
WJBK-Radio is Detroit 


CLEVELAND 
ww 


Wonderful, just wonderful! 
Tops in network—Tops in local 
. 




















WHEELING 
WWVA 


Only full-time CBS 
Network Station in 
Pittsburgh-Wheeling area 
+ 


TOLEDO 
WSPD 


It only takes one 
to reach ALL Toledo 
. 


MIAMI 
WGBS 


50,000 Watts—CBS 
ALL South Florida 
. 


LOS ANGELES 
KPOP 


















CLEVELAND 
WJW-TV 
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Covers the 
2nd largest market 









DETROIT 
WJBK-TV 


TELEVISION 


DETROIT 
WIJBK-TV 


Ch. 2— CBS 
Your “Must” Station 
to Cover Detroit 

e 


CLEVELAND 
WJIW-TV 


Top News—Top Movies 
CBS Programming 
. 


TOLEDO 
WSPD-TY 


Ist in Toledo 
Covers 2,000,000 
7 


ATLANTA 
WAGA-TY 


More Top Movies 
More News—More Coverage 
. 


MILWAUKEE 
WITI-TY 


CBS Programming 
Top Movies 
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‘National Sales Offices: 625 Madison Ave., N.Y. 22, PLaza 1-3940 - 230 N. Michigan Ave., Chicago, FRanklin 2-6498 





A Thing called ‘‘ know - how ’’... 


By itself, you can’t see it, touch it, or hear it—but its results are 
surely apparent. 


“Know-how” implies being a leader; experimenting with new things 
and ideas, and beating the other guy to the punch. 


Here’s how we're practicing know-howmanship right now at 
WNDU-TV: 


1) The first nationally televised complete schedule of college foot- 
ball games will be on the air this fall when WNDU-TV will originate 
a videotape telecast of all the Notre Dame games in cooperation with 
UPI and Newspix. Channel 16 is the second station in Indiana to 
offer full videotape facilities. 


2) A heavy schedule of live programming every week. In addition 
to the customary service shows, WNDU has the only live full hour 
daily variety show ever put on in the South Bend-Elkhart market. 
Notre Dame football games (at home and away), local golf tourna- 
ments, high school and college basketball games and other special 
events are done live throughout the year. 


3) For the second year, 180 high school and college teachers from 
all over the United States are taking the most special advanced 
mathematics course offered anywhere via WNDU-TV closed circuit 
facilities. Teacher-students view the studio proceedings on six spe- 
cially constructed monitors in classrooms on the Notre Dame campus, 
and are receiving full three hour course credits upon satisfactory 
course completion. 


If you want “know-how” for your client in Indiana’s second market 
—vVenard, Rintoul & McConnell is the place to go. 








WNDU-TV 


South Bend, Indiana 
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TAPE TIMER 





. at 
CONSOLE CONVENIENCE 


10-SECOND SPOTS — 
PRACTICAL AND PROFITABLE WITH AN AMPEX 


Spot commercials pay off. And even 10-second spots become practical with an Ampex Videotape* 
Television Recorder. Here’s how these Ampex exclusive features make it possible... 


e TAPE TIMER Locates the 10-second spot on a reel...measures in hours, minutes and seconds 
... lets you set up 2, 3, 5 or 7 second cue-in for programming the 10-second spot. 

e 2-SECOND START Recorder is in full, stable speed fast... permits even a 2-second cue with 
a safety margin. 


e WAIST HIGH TAPE DECK Permits loading of next commercial in seconds... reels lie secwre- 
ly without locks. Table top provides extra work space. 

e AUTOMATIC BRAKE RELEASE Makes reels free wheeling...tape pulls easily for fast 
threading — without tape stretch or crease. 


Write, wire or phone today for an Ampex representative — or ask for the new, fully illustrated 
brochure describing the new Ampex VR-1000B. Whatever you want to know about the advan- 
tages and profits in TV tape, get the facts from Ampex. AMPEX HAS THE EXPERIENCE. 


Pp AMPEX 


934 CHARTER ST. * REDWOOD CITY, CALIF. VIDEOTAPE | CORPORATION 


Y 


*TM AMPEX CORP. Offices and Representatives in Principal Cities Throughout the World 
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Forges FARTHER Ahead... 












To an already impressive Warner Brothers Selected Library, 
WPRO-TV now adds over 1100 FIRST RUN Paramount, MGM and 
Republic films, plus outstanding specials such as “The Adventures of 
Mark Twain” and seasonal highlight films. 


FIRST RUN MGM, PARAMOUNT, REPUBLIC 


When a news story breaks, WPRO-TV is there in force. Completely 
equipped newsmobiles, plus a fully-staffed news gathering and 
writing team, and video tape equipment, assure “EYE-FIDELITY” 
coverage. Sports and Weather also are covered by experienced 
specialists. 













Leadership by a wide margin is held by WPRO-TV in all three — 
ARB, NIELSEN and PULSE. No question about it, WPRO-TV leads 
in everybody's book. 


IN RESULTS 


FOR THE ADVERTISER 


<¥ 


Believe-ability blankets Rhode Island, Eastern Connecticut and 
Southeastern Massachusetts on Channel 12. Combine “believe- 
ability” with purchasing power above the national average, and 
the advertiser gets response that rings the register. 


CHANNEL 12, PROVIDENCE 


TOP STATION IN THE TOP TEST MARKET 
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CHANNEL12,Providence 


" EXPANDS again in... 


PROMOTION WPRO-TV is moving at a record clip. Newspaper, radio, 
buses, and signboards, plus outstanding on-air promotion 
lengthens WPRO-TV audience leadership. 


















2 
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Strong local personalities such as Salty Brine, Storyteller 
Beth Chollar, Miss Bonnie in Romper Room, complement 
Captain Kangaroo, Miss Frances of Ding Dong School, 
Popeye and The Three Stooges for quality IMPACT. 


ro ee 

LIC SERVICE 

Outstanding coverage of national and local affairs is ac- 
complished through documentaries, depth study and pro- 
gramming of controversial issues, plus editorial comment on 
pertinent subjects. 


- For Availabilities with Believe-abilities that bring sales 
results, call your Blair man or Gene Wilkin at Plantations 
1-9776. 


EW ENGLAND TARGET 
ENT AND INFORMATION 


<< oe 


SOUTHERN 
FOR ENTERTAI 









WPRO-TV 
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WPRO Radio 
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WROW Radio CBS AFFILIATES 


CAPITAL CITIES TELEVISION CORPORATION 
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PROOF: 

WSJS Television’s City Grade coverage saturates 
fourteen cities, each with over 6000 population, in 
North Carolina’s biggest Metropolitan market. These 
fourteen cities are located in the rich industrial Pied- 
mont—North Carolina’s first market buy with WSJS 


Television. 


WAT SJ television 


Winston-Salem / Greensboro 
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$23 Million to Tv Film Actors 

The telefilm industry is a lucrative one for the diligent 
actor. The Screen Actors Guild estimates that in 1958 
more than $23 million was paid to players in filmed tele- 
vision programs. This figure, however, is barely half the 
story, since it does not include income from profit-par- 
ticipation and part-ownership deals, the latest trend with 
big-name stars. It does include payments in residuals, 
which are currently running at a rate of over $4 million a 
year in the program field. 


Testing With Tape 

Howard Stores, Inc., retail chain of 91 men’s clothing 
stores, makes its initial move into spot tv this week with 
a three-market “test” employing video-tape commercials. 
Schedules of taped minutes will run for 14 weeks in New 
York, Syracuse and Philadelphia. The frequency in the 
New York market is 60-70 spots per week. Mogul Williams 
& Saylor, Inc., is coordinating the campaign with a 
“prestige” print drive. Lynn Diamond is the timebuyer. 


Foreign-Features Market 

There appears to be a growing market for top foreign- 
made features on American tv. Flamingo Telefilm Sales, 
heartened by the success of its “Critics Award” package 
(sold in approximately 85 markets), has put together an- 
other group of foreign films. This one, titled “The Festival 
Package,” consists of 30 features, all of which were pro- 
duced since 1953 and several of which are still in theatrical 
release. They are said to represent a production value of 
over $16 million. Herman Rush, president of the distribu- 
tion firm, plans to acquire other top foreign pictures and 
expects the new package to amount to 52 by January. 


ITC’s First-Year Gross: $13.9 million 

Independent Television Corp. wound up its first business 
year this month with a gross of $13,989,787. The figure, 
according to Walter Kingsley, president, will represent a 
50-per-cent jump over the previous year’s sales of Tele- 
vision Programs of America, acquired by ITC shortly after 
its formation a year ago. The company has been operating 
in the black since Jan. 1, after a three-month staff-organiza- 
tional period, he adds, and each quarter “has shown a 
marked increase over the previous one.” Future plans in- 
clude the introduction of at least four more syndicated 
programs within the next six months. 


New Agency, Similar Plans 

A fall campaign somewhat on the order of that used last 
spring is kicking off about issue date for Cutex nail polish 
and lipstick. The account moved last June from Doyle 


Dane Bernbach, Inc., to DCS&S, New York, which has set 


WHAT’S AHEAD BEHIND THE SCENES Te le = S Cop ca 


schedules of night minutes in some 15 top markets to run 
six to eight weeks. While the current drive parallels the 
earlier one, the agency reportedly is looking toward a 
greatly enlarged campaign in 1960. Stu Eckart is the time- 
buyer. 


Edwards Sought 

ABC-TV is ardently wooing packager Ralph Edwards in 
an attempt to strengthen its daytime schedule. The network 
is negotiating for Truth and Consequences, which NBC-TV 
reportedly is not renewing after its nearly 10-year day and 
nighttime run on the web. Also involved in the ABC 
negotiations is About Faces, a new audience-participation 
program emceed by Ben Alexander. 


Stouffer Thaws Toward Tv 

The Stouffer Corp., which appointed J. Walter Thomp- 
son Co. to its account last July, has scheduled its first 
major tv campaign to begin early next month. New York, 
Chicago, Philadelphia, Pittsburgh, Detroit and Cleveland 
will get placements of primarily daytime minutes and some 
night 20’s to run eight weeks for Stouffer’s frozen cooked 
foods. Frequencies vary from 20 spots per week in Chicago 
to 12 in most of the other markets. Carrie Senatore is the 


JWT timebuyer. 


Test Market Program 

In a test of the popular appeal of an informational pro- 
gram about the Stock Exchange, wrca-tv New York will 
present a series of one-hour programs beginning Sunday, 
Sept. 27 (9:30-10:30 a.m.). With an eye to the present 
widespread interest in market news and analysis, WRCA-TV 
has engaged T. A. Wise, financial writer for Fortune maga- 
zine and editor of the TELEVISION AGE Wall Street Report, 
to present the series of Sunday specials. 


‘Life’ Plugs Ziv Shows 

Ziv executives are still gloating over a unique publicity 
break enjoyed recently when Life magazine chose the 
heroes of two network Ziv shows for their cover. Shown 
are Gene Barry, wearing his Bat Masterson costume, greet- 
ing a descending Bill Lundigan in his Men Into Space uni- 
form. Cover line reads “Spaceman meets gambler as tv 
prepares for fall.” 


Swel Swells Fall Spot 

“Predicted” in Spot Report, July 27, the usual fall cam- 
paign for Swel frosting is now a reality, with about a dozen 
markets set to kick off schedules of daytime minutes early 
next month. Placements in women’s programs of the home 


economics type will run for eight weeks. Timebuyer 
Dolores La Falce at Samuel Croot Co., New York, handles 
the scheduling for the Penick & Ford product. 
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HIGHLY competitive Los Angeles got 
you going around in circles? Then look 
at the ¢wo-fold advertising advantages 


offered by CBS Owned Channel 2: 


One: KNXT?’s “quantitative” leadership. 
Month-in, month-out, KNXT is Southern 
California’s number one station... with a 
current 18% audience share lead over the 
nearest competition ( Nielsen, July 59). In 
addition, there’s... 


Two: KNXT?s “qualitative” leadership. 
Audience reaction to each of the seven Los 
Angeles television stations—and the prod- 
ucts advertised on these stations—varies 
drastically, according to the results of a 
major new depth study.’ For example, when 
600 Los Angeles viewers were asked to 
mention the station “most likely” to carry 
advertising for products that inspire con- 
fidence and trust, 45% of the respondents 
named KNXT! That’s 61 % more votes than 
for the second station... and 10% more 
votes than for the other two network sta- 


tions combined! 


Cost-per-thousand important? Of course! 
But equally important is cost-per-thousand 
what. One Los Angeles station delivers both 
the most viewers and the most responsive 
viewers... KNXT. Write for your copy of 
the study which demonstrates beyond doubt 
that, in Southern California, not only the 
biggest audiences but the dest audiences are 


on Channel 2. 


‘Conducted by the Institute for Motivational Research, 
Inc., in association with Market Planning Corporation 
» é > 


an affiliate of McCann-Erickson, Inc. 


* 
CBS OWNED KN x ' @©2 LOS ANGELES 


REPRESENTED BY CBS TELEVISION SPOT SALES 
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JACK DENNINGER, Vice President and 
Eastern Sales Manager, has charge of 
agency-contact in Blair-TV’s New York 
office — one of ten offices providing fast, 
efficient service to Advertising. 


WABC-TV —New York 






WHDH-TV — Boston 
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Fact-source for 


WBKB—Chicago 


WXYZ-TV — Detroit 


New York City is headquarters for 
more than half the agencies billing 
$25,000,000 or more annually. Each 
business day sees these New York 
agencies reach decisions involving 
more than a million dollars in Spot 
Television . . . decisions that demand 
a basis of factual data with down-to- 
the-moment accuracy. 

When the decisions concern any or 
all among 25 of America’s great tele- 
vision stations, these inquiries con- 
verge on a single focus — the New 
York office of Blair-TV. Few organi- 
zations in the entire field of advertis- 
ing have an equally effective system 
for transmitting television data. 

Blair-TV operates on this basic 
principle: that alert, informed repre- 


KFRE-TV—Fresno 


WDSU-TV—New Orleans 


WPRO-TV — Providence 


vie 
wa 


vertising dectsions 





sentation is a service vital not only to 
stations but also to all Advertising 
and to the businesses dependent on 
it for volume and profit. From the 
first, our list has been made up of 
stations and markets we felt in posi- 
tion to serve most effectively. Today 
these stations are located in 25 of 
America’s greatest markets. Together 
they cover 56 percent of its popula- 
tion, virtually 60 percent of its effec- 
tive buying power. 

In its area, each of these stations 
stands as a powerhouse of selling 
force. To help advertisers and their 
agencies make most profitable use of 
that force, is the primary objective 
toward which the work of our entire 
organization is constantly directed. 


— 
A NATIONWIDE ORGANIZATION LAl R 7 WV AT THE SERVICE OF ADVERTISING 


wow-Tv— 


KGO-TV—San Francisco 


W-TEN— WCPO-TV—Cincinnati WNHC-TV— Omaha-Council Bluffs KING-TV — 
Albany-Schenectady-Troy WEWS — Cleveland Hartford-New Haven WFIL-TV —Philadelphia Seattle-Tacoma 

WFBG-TV — Altoona WBNS-TV—Columbus KTTV—Los Angeles WIIC—Pittsburgh KTVI—St. Louis 

WNBF-TV — Binghamton KF JZ-TV —Dallas-Ft. Worth WMCT—Memphis KGW-TV— Portland WFLA-TV— 


Tampa-St. Petersburg 
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Business barometer 


Network billings declined in July, following the usual seasonal trend. 





The Business Barometer survey indicates that the decline in network billings was 
4 per cent in July under the totals reported for June. 





Compared with July 1958, however, network billings were up 8.5 per cent in 1959. 





The July 1959 drop of 4 per cent in network billings is slightly less than average 
for the period and considerably less than the decline a year ago. 





In 1958 July network billings were 10.8 per cent under those in June. In 1957 the 
drop for the period 
was 4.8 per cent, 1956 
4.5 per cent, 1955 4.3 
per cent and 1954 3.6 
per cent. 





NETWORK BUSINESS 


July Aug. Sept. Oct. Nev Dec. Jan, Feb. Mar Apr. May June July 


The Television Bureau of Ad- 
vertising LNA-BAR 
. report shows that 
total network billings 
in July were $48 mil- 
lion, as compared with 
a total of $41 million 
in July 1958. For the 
January-July period 
the trade group finds 
that billings have 
totaled $358 million, 
an increase of 1C.3 
per cent over the $324 
million a year ago. 
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Of the $358 million for the 
first seven months of 
the year TvB finds 
ABC-TV billings A_ July off 4 per cent under June 
totaled $70 million, B July 1959 up 8.5 per cent over July 1958 
up 18.9 per cent over 
the $59 million for the same period last year. CBS-TV totaled $154 million 
for the period, up 8.4 per cent over the $142 million last year. NBC-TV 
totaled $133 million, up 8.3 per cent over the $123 million in 1958. 








oo & Ro bh 


Total billings for the three networks by months, according to TvB, have been: Janu- 
ary, $52 million; February, $49 million; March, $56 million; April, $52 
millions May, $52 million; June, $49 million, and July, $48 million. 





The Business Barometer is an exclusive copyrighted feature of TELEVISION AGE which 
is prepared through the cooperation of a selected group of stations of all 
sizes and affiliations, located in every part of the United States. 





isco Reports from these stations are sent to Dun & Bradstreet, and that firm prepares 
reports which are submitted to the editors of the magazine. 





A report on local billings in July will be published in the October 5th issue of 
TELEVISION AGE. 
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New Team at Ruppert 

. .» We at Ruppert were very well 
pleased with the total impression the 
story (“Don’t Knock Knick,” Tv AcE, 
Aug. 24) gives of us... 
total of the article is a very fair pic- 
ture of what our new team here at 


the sum 


Ruppert is doing. . 
Maurice ATKINSON 
Advertising Manager 
Jacob Ruppert, 
New York City 


Nebraska’s Capital 


As a one-time resident and agency 
man in Omaha, I read with a great 
deal of interest the article on Nebras- 
ka-Kansas-Missouri (Tv AGE, Aug. 10, 
1959). Many changes have been 
made in that nice city since I left 
the midwest six years ago, and un- 
doubtedly the greatest of all is the 
acquisition of the Nebraska State 
Capitol building, as pictured on page 
84. It still looks handsome, but now 
I would like to see a picture of the 
big hole that was left in Lincoln. .. . 
Seriously, it was a good, informative 
article, and I am glad to have it. . . 

Joun B. Mayo 
Bennett Advertising 
Raleigh 

I am just now able to show my 
face on the streets of Lincoln. .-. . 
After spending two years as presi- 
dent of the Lincoln Centennial Corp. 
in the planning and presentation of 
the Lincoln Centennial (built around 
the state capital), you can imagine 
the embarrassment occasioned by 
having a magazine in my own indus- 
try move it back to Omaha... . On 
the whole, your series on “Changing 
Television Markets” is well 
done, and very valuable to the in- 


very 


dustry. ... 
A. James EBEL 
Vice President & General Manager 
KOLN-TV Lincoln 
. . . let me be the umpteenth one 
to assure you that the capital of Ne- 






. still in Lincoln 


braska is still in Lincoln. 

enjoy the “Changing Television Mar. 
Ma «ee 

Cart E. Leg 

Executive Vice President & 

General Manager 

Fetzer Broadcasting Co, 

Kalamazoo 

. on page 84 of the reprint, I 

see that you have a beautiful picture 

of the Nebraska State Capitol build- 

ing “in Omaha.” This obviously was 


one hell of a moving job... . / Actual j 


ly, the reprint was very instructive 
and very well done, and I enjoyed 
very much reading the tremendous 
amount of information. . . . 


Tuomas J. Wuirte Jr. 
Director of Television Sales 
Avery-Knodel, Ince., 

New York City 


Dog Foods and Lady Greyhound 


Your notation that manufacturers 
of dog foods and other pet products 
will spend more than $15 million in 
tv during this year, for a better-than- 
30-per-cent increase over 1958 ex- 
penditures, is a tip-off on the com- 
mercial appeal of canine personalities 
on television. An example is Lady 
Greyhound, who returns to television 
on the People are Funny program 
beginning Sept. 18 over NBC-TV. 

Lady Greyhound, living symbol of 
the Greyhound Corp. and America’s 
First Lady of Transportation, has re 
ceived more titles, awards and honors 
in the several years she’s been on tv 
than any other canine personality. 
She’s been awarded the Bachelor of 
Animal Letters Degree by Moravian 
College (where incidentally, she is an 
honorary co-ed) ; she’s been cited by 


er) 








Tear out along this line. 





° 
£ 
= 
2 
£ 
a 
e 
6 
2 
io) 
3 
r) 
. 
0 
6 
~ 











Fee Vans Before The Mas 


KK *® 
* © x 


4 


* 
ye RATING POWER 








BUY THE TOP 
STATION IN THE 


BOISE 
MARKET 


,/ 


HUB 
OF 
EXPANDING 
BOISELAND 
WHICH 
PRODUCES ' 


OF THE 
NATION’S 
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Yo) AY, 


CBS-CHANNEL 2 
BOISE, IDAHO 


National Representatives 
PETERS, GRIFFIN, WOODWARD, INC. 


the American Humane Society; she 
founded National Be Kind to Dog 
Owners Week; she introduced a new 
dance to America with Xavier Cugat 


and Abbe Lane; she served as tech. | 


nical director for Mannes College of 
Music; she inspired a sensational new 


beach hat style for the Millinery In- | 


stitute; she’s been named an Honor- 


ary Cat and awarded Nine Honorary | 
Lives by the sponsors of National Cat | 
Week for her unselfish dedication to | 


WLBC-TV 


named 1959 and 1960 director of the | 


inter-pet harmony; she’s served, and 
served well, many national fund-rais- 
ing drives, including Cerebral Palsy 


and the March of Dimes; she’s been 


pet division of the Easter seal drive; 
she’s been 


named 1959 American | 


Canine Symbol for World Animal | 
Day and she will be the 1959 Queen | 


of National Dog Week. 


Her fan mail would make a Broad- | 


way star green with envy. More dogs | 


are named for her than for any other. | 


All of which explains a little why there 

will be a more than one-third increase 

in tv expenditures on the part of man- 

ufacturers of dog foods and other pet 
products, 

SaM BLAKE 

Grey Advertising Agency 


New York City | 


Note: Don’t be puzzled. The Greyhound | 
Corp. is a Grev Adv. client. Sam Blake | 


WLBC-TV 


handles publicity and promotion for the 
agency. 


Tv and Baseball 


... 1 read an article that appeared | 
in the Chicago Daily News March | 


26. It mentions a survey in your 
magazine which estimated that the 
cost of televising major-league base- 


ball this year would be “a record | 


$36.2 million”. 
pointed out that major-league teams 


the magazine | 


will televise 112 less games this year | 
than last—669 against a 1958 total | 
of 781—but said they will pay $1.6 | 


million more for the privilege. . . . 
HARRIETT WADDINGTON 
Max Cooper & Associates 
203 N. Wabash Ave. 
Chicago 1 


| 


Note: This article was the annual TV AGE | 


baseball round-up. 
April 6, 1959, issue. 


It appeared in the | 


WLBC-TV 


MUNCIE 


Middletown, U.S.A. 


MUNCIE 


Crossroads of the Middle West 


WLBC-TV 


MUNCIE 


Cross-section of the nation 


MUNCIE 
Test Market, U.S.A. 


and the Gateway to Sales 
in “the heart of Indiana” 


WLBC-TV 


Muncie, Indiana 
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BATTLE 


HELP YOURSELF — “®EE® 


to a 


TRIPLE SCOOP 


MICHIGAN 


Dip in with WILX-TV. Get a generous 
scoop in three major metro areas—Lansing, 
Battle Creek and Jackson. At each point of 
Michigan’s Golden Triangle, WILX-TV oper- 
ates “live” studios . . . delivers city-grade 
signal . . . leads with dominant NBC pro- 
gramming. 


Mark these WILX-TV market facts: 


POPULATION: 1 Ith largest in the U.S. 





JACKSON 





(according to SRDS Consumer Market Data) Contact 
RETAIL SALES: 12th largest in the U.S. VENARD, 

(according to Sales Management) RINTOUL & 
TV HOMES: 28th largest in U.S. McCONNELL, 

(according to Television Age) INC, 


WILX-TV - 


CHANNEL 10) SERVING MICHIGAN'S | “sare 
GOLDEN TRIANGLE De on 


... affiliated in Lansing with WILS Radio 
THE SIGHT AND SOUND WAY TO TELL AND SELL LANSING 
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Newspaper researcher cites rural growth . . 
Tv histories prove case for medium .. . 
Agency indexes station merchandising .. . 


Papers in the ‘Country’ 

A recent article in Tv ace (“Tv 
moves to the country,” Aug. 24), 
which made the point that video has 
been more effective than have news- 
papers in following its audience to 
the suburbs, has drawn a reply from 
Lawrence Roehsler, chairman of the 
research committee of the American 
Association of Newspaper Represent- 
atives. 

Channing Hadlock. tv-radio direc- 
tor of James Thomas Chirurg, Inc., 
and Arnold Feldman, assistant re- 
search director at MW&S, reported 
in their original study that suburban 
population in the New York area 
had increased 30.1 per cent in the 
past six years. The number of sub- 
urban homes covered by the seven 
stations in the New York area has 
similarly increased 35.3 per cent. 
Newspaper circulation of the seven 
New York dailies in the suburbs, 
however, has increased only 16.4 per 
cent. 

“It is certainly true that television 
has demonstrated its ability to ‘match 
the movement of its audience’ from 
city to suburbs,” said Mr. Roehsler, 
“but isn’t this just another way of 
saying that when people move, they 
take their tv sets with them?” 

He continued by stating that the 
assumption seems to have been made 
that when a household moves to sub- 
urbia, it either continues to read a 
metropolitan newspaper or else stops 
reading any newspaper. 

“But this is not the case. Audited 
ABC circulation figures show that 
when people move from city to sub- 
urbs, more often than not the ‘big 
city’ paper is discontinued and the 
local newspaper subscribed to. . . . 
When a study includes all daily news- 
papers published in the New York 
metropolitan area, the great growth 
of the suburban newspapers is clear- 





page 23 


page 85 


MR. ROEHSLER 
. they take their tv sets... 


ly indicated.” 

Mr. Roehsler listed 20 papers— 
Bayonne Times, Long Island News- 
day, Paterson News, Staten Island 
Advance, etc.—which have collective- 
ly registered a 41-per-cent increase 
Adding 


this increase to the 16.4-per-cent sub- 


in circulation since 1951. 


urban increase noted by the septet 
of New York City dailies, Mr. Roehs- 
ler claims a total suburban circula- 
tion increase of more than 750,000, 
compared to a family increase of less 
than 500,000. 

On the same topic of the pursuit 
of suburban circulation, the New 
York Times promotion department 
prepared a report which noted that 
“new populations have sprung up 
overnight . . . and the harassed voices 
of advertisers who are trying to keep 
tabs on this complex market can be 
heard through every advertising 
office.” 

With both television and newspa- 
pers, however, enjoying peak audi- 
ences at present, a conclusion can be 
reached in regard to advertisers in 
each medium in New York—and it 
conclusion 


seems a applicable to 


THE WAY IT HAPPENED Ne WS fro i T 


. page 25 











many other markets throughout the 
country: 

The television advertiser who has 
used even one New York station to 
reach urban homes may continue to 
use that one station to reach both 
the existing urban homes and the 
innumerable homes springing up in 
the suburbs. The newspaper adver- 
tiser, on the other hand, who has 
used even a single New York daily 
to reach the urban readers will con- 
tinue to use that paper for the five- 
borough “core” area of the city . . . 
and will most likely also have to buy 
a great many local papers to reach 
former readers of his advertising who 
have moved to the suburbs. 


Print Supports Tv 

Is television losing its aura of 
novelty ? 

It could be assumed from a recent 
presentation of the 
Wine Co.’s fall advertising program 
that the 


“ 


Manischewitz 


medium is losing its 
glamour,” but that—and many in- 
dustry figures feel it’s the best thing 
that could happen—tv is becoming 
accepted as a businesslike, down-to- 
earth selling force. 

These conclusions are drawn from 
a 20-minute film prepared by the win- 
ery and its advertising agency, Law- 
rence C. Gumbinner, Inc., New York, 
which is currently being shown to 
liquor wholesalers throughout the 
country. 

In the film, Manischewitz general 
manager Meyer H. Robinson and 
Gumbinner vice president Sumner H. 
Wyman stress the fact that the pre- 
holiday campaign on the line of grape 
and fruit wines is “headed by a series 
of full-color, full-page ads in Life 
magazine.” In addition, it is stated, 
saturation schedules will be used on 
tv and radio stations. 

Post-film questioning brought out 
the following facts: the “series” of 
magazine ads consists of two ads 
which run twice each (estimated space 
cost, $150,000); beginning in mid- 
October, Manischewitz will kick off 
spot tv schedules in some 60 markets, 
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PEDESTAL 


Americans—teacher for the intellectu- 

ally curious, boon for the spectator 
sportsman, nirvana for the shut-in, whipping 
boy for the snide, frigate for the vicarious 
traveller. It’s a love-story in the early after- 
noon, a nursery in the late, a news bulletin 
anytime. It’s a walk in the park, forum for 
the thoughtful and microscope slide for politi- 
cal candidates. It’s an empathetic counsellor, 
a weather report, a shot in the dark and a 
trek across hostile Indian country. It’s jazz at 
the Philharmonic and a Verdi opera. 


Liar is virtually all things to most 


TAG 





And yes, to some, unfortunately, it can 
be too many spots back-to-back, or a quiz 
show with omniscient contestants; to others, 
a tired old Class B movie in place of crea- 
tive local programming and public service. 


To us, television is a medium with 
endless vistas and inherent responsibilities. 
We try to meet those responsibilities whole- 
heartedly and with imagination. Our audi- 
ences—and the number and calibre of our 
clients—give us reason to believe we are 
achieving that goal. 





Responsibility in Broadcasting 


FRE CORINTMIAW 
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with filmed minutes, 20’s and ID’s 
continuing through the holidays. Fre- 
quencies, according to the agency, 
will be of saturation weight. 

Obviously, an eight-week campaign 
of heavy schedules in a large group 
of markets will cost several times the 
amount of money headed Life-ward. 
“Our tv budget has been upped 10 
per cent over last year’s,” said Mr. 
Wyman. (TvB figures indicate Mani- 
schewitz spent nearly $594,000 in 
1958, most of it in the last quarter.) 
“For the first time this year,’ Mr. 
Wyman continued, “we'll be using 
10- and 20-second spots in prime 7-to- 
11 p.m. time. This is partly due to a 
desire to reach a larger audience and 
partly to the fact that minutes are 
very tight.” 

Featured in both the broadcast and 
print aspects of the campaign are the 
Manischewitz new crystal decanters, 
recipes for wine highballs and other 
drinks and such copy themes as “Who 
says you can’t drink cherries and 
berries?” The tv films are primarily 
live-action with optical effects that 
change a bunch of grapes into a glass 
of wine, etc. 


Special Appeals 

A major argument of proponents 
of print media is that local news- 
papers can do a better selling job for 
department stores, appliance outlets, 
furniture stores, etc., than can tele- 





Richard H. Gurley Jr. has been made 
assistant sales manager of KDKA-TV 
Pittsburgh. Mr. Gurley was formerly 
national sales coordinator with wxz- 
TV Boston and prior to that was with 
the sales staff of weet Boston and 
commercial manager of wrao Cam- 


bridge. 





vision. Only in print, they claim, can 
such an advertiser spread out a great 
variety of wares before a prospective 
costumer and list a number of prices. 
Only in print, it’s said, can a store 
discuss its charge plans, parking 
areas, delivery services. And, they 
add, only in print can a store play up 
special sales and holiday promotions. 
“°Tain’t so,” says the Television 
Bureau of Advertising in a new pro- 
motion piece to its members. And to 
prove the point, it lists the tv case 
histories of a group of local depart- 
(Continued on page 84) 


KHOU-TV 


HOUSTON (CBS-TV Spot Sales) 


KOTV 

TuLsa (Petry) 
KXTV 

SACRAMENTO (H-R) 
WANE-TV 

FORT WAYNE ( Petry) 
WISH-TV 
INDIANAPOLIS ( Bolling) 
WANE-AM 

FORT WAYNE (Petry) 


WISH-AM 
INDIANAPOLIS ( Petry) 


STALLOMS 
























Survey on Music Material 


Phil Davis Musical Enterprises, Inc., has commissioned the newly 
organized research and promotion firm of Barnaby & Associates to con- 
duct an industry-wide survey to determine practical procedures and 
desirable service standards in the creative development area of musical 
material for television and radio commercials. 

More than 1,000 advertising-agency executives and producers are 
being asked to express their opinions on the development and production 
of music for commercials via a check-list questionnaire outlining the 
various factors involved. 

According to Phil Davis, procedures for creating music and musical 
jingles for commercials now vary widely and, while some methods are 
efficient and productive, others give rise to confusion, at best, and to 
undesirable practices and cutthroat competition, at worst. 

The survey now in progress will supply information which, Mr. Davis 
feels, should contribute substantially to a better understanding of proce- 
dures and to more orderly and uniform standards in the creation of 
musical material for advertising. 
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NOT FOR HIRE 

signs are going up 
everywhere for the 
new series starring 


RALPH MEEKER. 








yr CNE 


NBC Television Films—A Division of California National Productions, In: 





Showroom 
in the parlor 
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Auto dealers vote tv best for preselling prospects, bringing them in to buy 


s they close out stocks of remaining 1959 

models and prepare to launch sales drives 

for the new 1960s, America’s automobile deal- 

ers are coming to rely more and more heavily on 
television. 

Experience has been their teacher. Polls and 
surveys year after year have all provided the 
same answers. More people are influenced by 
television than any other medium when shopping 
for a new car. More dealers prefer television 
than any other medium when asked which kind 
of advertising is most helpful to their business. 

Each year since 1956 the National Broadcast- 
ing Co. has conducted studies asking automobile- 


showroom shoppers which kind of advertising 
stands out most strongly in their minds. In 
every year tv has won by an overwhelming ma- 
jority. In 1959 television received 60 per cent 
of the vote, magazines 21 per cent and news- 
papers 13 per cent. 

The same survey, asking dealers which me- 
dium did most to accelerate showroom traffic, 
got an even larger vote of confidence for televi- 
sion, with 67 per cent favoring the sight-and- 
sound medium in 1959. 

It’s been a good year for automobiles. Totals, 
as makers close out their 1959 models and tool 
up for production of the ’60 cars, show more 


27 











than 4 million units, as compared with 
2.7 million at the same point last year. 

Dealers, supported by manufacturer 
investment of $23 million in network 
television for the first six months, 
have been moving cars at a terrific 
pace. In a great number of instances 
individual dealers and associations 
have increased their television invest- 
ments. They have learned that no 
other medium can offer 44 million 
showrooms, one in the living room of 
every set-owning family in the nation, 
in which to demonstrate their product. 

As the fall season begins, a new 
factor is beginning to play an impor- 
tant role in the automotive picture. 
Major American manufacturers are 
getting ready to introduce their new 
small cars to the country. With a 
record number of nearly 300,000 
small cars imported in the first six 
months, and with both Rambler and 
Lark making big gains in domestic 
“Big Three” 


have been forced to reverse policies 


production, Detroit’s 


and join the small-car producers. 

General Motors is introducing the 
new Chevrolet Corvair, a rear-engine 
small car; Ford has its Faleon, and 
Chrysler its Dart. Whether any, or all, 
of these cars will be in national dis- 
tribution may have much to do in 
determining advertising policy. If dis- 
tribution is universal, the parent com- 
panies will probably follow established 
policy and use network tv for their 
promotion. If it is limited, additional 
spot may be used in the areas in 
which cars are available. 

But it will be at the dealer level that 
the biggest use of spot television may 
be expected. It has become traditional 
that leading dealers for every make 
and for every area are big users of 
television spot. In some cases these 
leaders have assigned 50, 75 and even 
as much as 95 per cent of their adver- 
tising budgets to television year after 
year. 

With these top agencies as examples, 
it is not surprising that dealer asso- 
ciations and individual firms are 
upping budgets and percentages for 
television. The Television Bureau of 
Advertising and station sales execu- 
tives have had much to do with this 
increase through campaigns and pres- 
entations pointing up the outstanding 
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records of many tv users. 

Following are examples of some of 
these successful dealers and groups, 
with their opinions of television and 
the formats they have found most 
successful for them. General Motors, 
Ford and Chrysler franchise holders 
are grouped together to make analysis 
easier to follow. 

In September, with all 1959-model 
production ended, General Motors 
was far ahead in total passenger units, 
with nearly two million cars pro- 
duced. Last year the total reached was 
less than one-and-a-half million. 

Chevrolet was well ahead of its 
competitors, with more than 1,120,- 
000 cars built, according to Automo- 
tive News, and new-car registrations 
(a reliable index of cars sold) of over 
750,000. 

When questioned, General Motors 
dealers, with the exception of Cadillac 
franchise holders, all felt strongly that 
television was the most important ad- 





** | .. television advertising 


now our major medium.” 
ARTHUR SUMMERFIELD 
Summerfield Chevrolet Corp. 
Flint 





vertising medium in bringing cus- 
tomers into their showrooms. Buick 
dealers credited tv’s pull with 62 per 
cent of these customers, Oldsmobile 
and Pontiac dealers with 63 per cent 
and Chevrolet with 76 per cent. 

An outstanding example of success 
through television from Chevrolet is 
that of the Summerfield Chevrolet 
Corp. of Flint. The company currently 
sponsors California National Produc- 
tions’ 30-minute program Flight on 
WNEM-TV Bay City - Saginaw - Flint 
(9:30-10 p.m., Mon.). Annual budget 
is just under $50,000. 

Summerfield’s first use of television 
came in 1958, a relatively bad year for 
auto sales. In an effort to sell new 
cars, service, financing, keep used cars 
moving and build the firm’s reputa- 
tion, the company sponsored Union 
Pacific for 39 weeks. A personal, 
corporate-image type commercial was 


used. While the national share of the 





low-priced three held by Chevrolet in 
1958 was 46.5 per cent, as compared 
with 41.1 per cent in 1957, in Michi- 
gan it went from 37.4 per cent to 46 
per cent. In Flint Chevrolet’s share 
went from 63.3 in 1957 to 70.3 in 
1958. Summerfield Chevrolet  ac- 
counted for about half of these new 
sales. 

At the same time, cost of advertis- 
ing for Summerfield dropped nearly 
38 per cent in 1958, another reason 
the company now uses television in- 
stead of newspapers as its major ad- 
vertising medium. Says Arthur Sum- 
merfield Jr., owner of the dealership: 
“We have been able to reduce our ad- 
vertising costs and at the same time 
make appreciable sales strides and 
create a distinctive image of our or- 
ganization . . . We are most happy 
with the past and the continuing re- 
sults of our television advertising, 
which now is our major medium.” 

Another Chevrolet dealer, Lex 
Mayers Chevrolet of Columbus, 
spends about 75 per cent of his total 
budget in television, investing around 
$115,000 yearly on the three Colum- 
bus stations, WBNS-TV, WLW-C and 
wtvn-Tv. As a result, his is the largest 
Chevrolet dealership in the 12-state 
midwestern area. 

Mr. Mayers does his own commer- 
cials, talking directly to the audience 
in a friendly offhand manner that 
wins customers. No scripts are used. 
Currently Lex Mayers is sponsoring 





“Tv certainly proved 

a worthwhile investment 
for us.” 

L. M. GRISWOLD 

Sutton Oldsmobile 


Sacramento 





a feature film on Sunday evenings on 
wtvn-Tv, Bishop Fulton Sheen on 
WLW-c, and uses ID campaigns on all 
three Columbus stations. Special pro- 
motions are the occasion for special 
spots. 

McFarland-Francis Chevrolet Co. 
of Quincy has “found television very 
effective, establishing a preference for 
Chevrolet and also increased patron- 
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age of the service department.” The 
company uses a five-minute weather 
program at 10 p.m. Tuesday and 
Thursday on KHQA-TV Quincy-Hanni- 
bal and has been a consistent adver- 
tiser for the past two years. 

Capital Chevrolet in Montgomery 
has been on WSsFA-TV Montgomery 
since the station went on the air. Cur- 





““. . . tv spots for Pontiac 
have been very effective 
in bringing people 

into our showrooms.” 
KEITH BARZILLERI 

Don Allen Pontiac 

New York 





rently it sponsors the ABC Films pro- 
gram, Twenty-six Men. Manager G. 
M. Pierson works closely on the pro- 
duction of commercials. Additional 
spots are used for special campaigns. 
So successful is the campaign that 
Capital Chevrolet was a national sales- 
contest winner last year. 

Muscogee Chevrolet in Columbus, 
Ga., sponsors a weekly feature film, 
Muscogee Movietime, on WRBL-TV 
Columbus (11:30 p.m., Mon.). Using 
only four breaks during each pro- 
gram, the firm’s commercials are pre- 
sented live by company personnel. 
General manager Billy Heard says: 
“Tv helps us clearly associate our 
name with Chevrolet throughout the 
valley. We are very impressed with 
the power of tv.” 

Fletcher Jones Chevrolet, Los An- 
geles, puts more than 75 per cent of 
its heavy budget into television. Mr. 
Jones says of the medium: “Tt outsells 
newspapers and radio . . . and it is the 
most lucrative advertising medium I 
have ever found.” Currently the com- 
pany buys a feature film on KHJ-TV 
Saturdays and spot schedules on other 
Los Angeles stations. 

In Atlanta Central Chevrolet buys 
a five-minute sports, a weather and a 
news show each week on WAGA-TV 
Atlanta. Says company executive 
Frank Bradshaw: “. . . this colorful 
new medium has helped our business 
appreciably. It puts the cars them- 
selves and any special advertisement 





we have into the homes.” 

Ellis Brooks Chevrolet, San Fran- 
cisco, buys 15-minute newscasts on 
KPIx San Francisco. Mr. Brooks says: 
“I believe strongly in television. It 
should be the primary medium for all 
car dealers.” 

Ryan McArthur, Chevrolet dealer 
in Hattiesburg, Miss., uses a half-hour 
weekly film show and night time 20’s 
on WDAM-TV Hattiesburg. Jerome 
Ryan says: “We are in our third year 
of television and find it the best 
medium for bringing in more people, 
more pre-sold, than any other medium 
... and faster.” 

Anthony Abraham Chevrolet of 
Miami buys spots, news shows and 
sports on all three Miami stations— 
WCKT, WTVJ and wrest. Mr. Abra- 
ham says: “Television should be the 
primary medium for car dealers. It 
definitely results in increased sales.” 
Company reports show the gross has 
increased 800 per cent since 1952. 

Crumley Chevrolet, Shreveport, 
buys three Early Edition newscasts 
weekly on KSLA-TV. It has used the 
medium for four years. 

Jay Kline Chevrolet, Minneapolis, 
believes in television as a sales-getter. 
Jay Kline, owner, says his saturation 
spots on KMSP-TV Minneapolis-St. 
Paul “have been a great asset in our 
success.” About $30,000 annually is 
invested in television. 

Daniels Motors, Colorado Springs, 
sells Oldsmobiles as well as Chevro- 
lets. The company buys 10 announce- 
ments per week on KKTV Colorado 
Springs and half-hour evening pro- 





“Television is so 

good that it sold me out 
of cars.”’ 

HAROLD STAAL 

Staal Buick 

Grand Rapids 





grams. It uses saturation schedules 
during special campaigns. President 
Al Daniels says: “. . . our per cent of 
advertising to sales has declined dur- 
ing the past 14 months, indicating that 
our tv advertising and service are, 
hand in hand, building an ever- 


widening acceptability with our buy- 
ing public.” 

A single Oldsmobile promotion that 
was a huge success was the Womble 
Olds, of Lubbock, Olds-A-Thon pro- 
motion over KDUB-TV. A special order 
for 21 transports of new cars, largest 
single shipment ever sent to an Olds- 
mobile dealer, was made in advance 
for delivery Memorial Day week-end. 
Advance teaser ads mentioned a spe- 
cial “rocket launching” for May 29. 
Two days before the sale television 
and radio announcements ballyhooed 
Womble’s “tradin’ britches” deals and 





**, .. television is the 


country’s most effective 
advertising medium 

for automobile dealers.”’ 
DAN ROHYANS 

Rohyans Ford 


Columbus 





the big stage show planned as a fea- 
ture of the event. 

On Friday morning the 21-transport 
caravan pulled into Lubbock and 
paraded through the city to the 
Womble sales lot where new cars 
rolled into the shop, were serviced and 
made ready for supermarket inspec- 
tion during the Olds-A-Thon. The 
rocket countdown began at 7:30 p.m. 
and was carried on television, which 
also telecast the 9:30-10 p.m. segment 
of the giant program which followed. 
The show continued throughout the 
night, ending at 8:30 a.m. Saturday 
afternoon another 30-minute segment 
of the program was televised. 

Sales were brisk. During the 36- 
hour period of telecasts 37 Oldsmo- 
biles and 18 Ramblers (dealer also 
has the Rambler franchise) , were sold 
for a 55-car total. In the two weeks 
following 30 more Oldsmobiles, 12 
Ramblers and 54 used cars were sold. 
This was a total of 100 more auto- 
mobiles than are usually sold by the 
company with normal advertising. 

Oldsmobile dealers in all areas re- 
port success with tv. In Minneapolis 
Town Edge Oldsmobile sponsors a 
segment of a top feature film on 
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KMSP-TV Minneapolis-St. Paul on Sun- 
day nights, budgeting about $50,000 
annually for the promotion. Kline 
Olds of St. Paul participates in Live 
Wrestling on KMSP-TV and sponsors 
half of the ABC Films program, Jim 
Bowie. A television advertiser for five 
years, the company invests about 
$42,000 annually in the campaign. 

Another Oldsmobile dealer who is 
a continuous tv advertiser is Jack 
Crawmer, president and general man- 
ager of Modern Motor Co., Zanes- 
ville. After five consecutive years on 
wuiz-Tv Zanesville Mr. Crawmer says, 
“This is the backbone of our adver- 
tising. We couldn’t do without it.” 
The firm sponsors half of the one-hour 
Championship Bowling show. 

Jack Schmidt Oldsmobile in Colum- 
bus is co-sponsor of a Sunday feature 
film on wWLw-c Columbus and buys 
ID’s 52 weeks a year on WTVN-TV 
Columbus. Berlin Wolfe Oldsmobile 
in the same city sponsors a five- 
minute weather show once a week and 
ID’s regularly on WLW-c Columbus. 

In Sparta, Mich., Newhouse Olds- 
mobile buys two minute announce- 
ments weekly on wWwoop-Tv Grand 
Rapids and has recently added five- 
minute late-evening sports shows. Mr. 
Newhouse says that since adding the 
sports shows the summer months have 
been the best he has ever enjoyed. 
Annual budget is around $6,000. 

Sutton Oldsmobile of Sacramento 
sponsors a half-hour western on KXTV 
Sacramento. Says agency president 
L. M. Griswold: “Tv certainly proved 





“Television 

has been a major factor 
im my success .. .” 
BOB JONES 

Bob Jones Midway Mercury 
Denver 





to be a worthwhile investment for us.” 

Many Oldsmobile dealers also sell 
Cadillac, and, since this General 
Motors car has no national network 
show, the only tv exposure the car has 
is on a regional spot basis. In spite of 
this, 20 per cent of Cadillac shoppers 
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interviewed in the NBC-TV survey 
said they first became interested in 
the car through tv advertising. Al- 
though Cadillac does a great deal of 
newspaper advertising, only 24 per 
cent picked that medium as the cause 
of their interest. 

Overvold Motors, Fargo, N. D., an 
Oldsmobile-Cadillac dealer, buys the 
Bill Weaver sportscasts on WDAY-TV 
(6:15-20 p.m., Wed., Fri.). As a test, 
the company canceled the shows for a 
period but after two months were back 
to “stay.” Says Cliff Overvold, presi- 
dent: “We could definitely see and 
feel the difference. Television is doing 
a great job for us, and Overvold will 
continue sponsoring sports for as long 
as we remain in business.” 

VanTrow Motors, Monroe, La., 
Oldsmobile-Cadillac dealer, reports 
consistently high results from 52-week 
television on KNOE-TV Monroe. The 





“The real value of 
television is its ability to 
produce day after day.” 


CLIFFORD O. GLEDHILL 
Courtesy Motors Dodge-Plymouth 


Salt Lake City 








firm buys a 15-minute early-evening 
newscast on Friday and is alternate- 
week sponsor of a syndicated film. 
Spot saturation is used for special 
campaigns. 

Riverside Motors, South Bend-Elk- 
hart, another Oldsmobile - Cadillac 
franchise holder, credits tv with a 
jump in sales from 75 new cars a year 
to 600. Riverside sponsors an evening 
feature film on wsJv-Tv South Bend- 
Elkhart. Executive Joe Levino says: 
“T sold $150,000 worth of cars on two 
programs. With cash results like these 
I’m sold on television.” 

Pontiac started sales winging when 
a $400,000 spot campaign in 59 
markets helped introduce 1959 models. 
This year plans call for a half-million 
in spot. In New York, for example, 92 
per cent of all tv homes were reached 
three times by the spot campaign. In 
a test of commercials 37 per cent 
of those interviewed described the 
model’s wide-track wheels. Some 62 


per cent said they learned of the whed 
innovation on tv, as compared with 
33 per cent crediting newspapers and 
12 per cent magazines. 

In New York Don Allen Pontiae 
uses tv for special campaigns. Says 
sales manager Keith Barzilleri: “We 
feel that the tv spots for Pontiac have 
been very effective in bringing people 
into our showrooms.” 

Meadows Pontiac, Portland, Ore, 
sponsors the weekly House of Horrors 
program on KPTV Portland and credits 
doubling of business in the past year 
in large part to television. Merritt 
Meadows, company executive, says tv 
is excellent for “identification, pres- 
tige and direct sales results.” 

Goodwin Pontiac Co. of Grand 
Rapids buys spot adjacencies around 
news and weather shows on WOOD-TV 
Grand Rapids. Executives at Bruce M. 
Radder Advertising, which handles 
the account, say that tv is used to 
maintain the marked sales increase 
that was achieved initially through 
television. An increased schedule will 
introduce the 1960 models. Annual 
budget is about $7,200. 

In Norfotk, Va., McLean Pontiac 
used a two-month campaign on WAVY- 
tv Norfolk and reported new-car sales 
jumped 65 per cent. The company has 
continued with regular announce- 
ments on the station. 

Hunt Pontiac, Idaho Falls, buys 
two half-hour shows weekly on KID-TV 
with excellent results, according to 
Mel Erickson, sales manager. And in 
Zanesville, Ohio, Swingle Motor Co. 
uses the CBS Film Sales syndication, 
Colonel Flack, alternate weeks on 
wuHiz-tv Zanesville (7-7:30 p.m., 
Sun.) to promote its line of Pontiacs, 
Cadillacs and Vauxhalls. A combina- 
tion of filmed and live commercials is 
used. Earl Swingle, general manager, 
says showroom traffic has increased 
greatly, and salesmen regard the tv 
program as “an excellent door 
opener.” 

Other General Motors dealers rely- 
ing on television include Bill Terry 
Buick, Jacksonville, which buys time 
on WFGA-TV Jacksonville. Says Bill 
Terry Jr.: “We are happy with our 
television program on WFGA-TV. It has 
brought people in to see the new 
Buick, and we have received a large 
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number of orders.” 

Belcher Buick of Philadelphia 
places five day and five night an- 
nouncements each week on WRCV-TV 
Philadelphia. Says Jim Belcher: “I 
was surprised to learn that seven out 
of 10 prospects were prompted to call 
on us because they had seen our tv 
spots. I have been convinced for a 





“We dealers were 
extremely pleased with the 
immediate response. . . .”’ 


JOHN HARVEY 
Bay Area Rambler Dealers 


San Francisco 





long time that television has been our 
best medium and the place to spend 
the bulk of our advertising dollar.” 
Staal Buick in Grand Rapids buys 
news programs and special events like 
the woopland Antique Auto Tour, 
golf tournaments, etc. In March of 
this year Mr. Staal was in fourth place 
in a Buick sales contest. He bought 
one newscast a week (10:30 p.m., 
Wed.) on woop-tv Grand Rapids and 
three weeks later moved into first 
place and eventually won the contest 
and a trip to Hawaii. “Television is so 





“Television offers us 
both sight and hearing, 
plus demonstration.”’ 
BEN MEDOW 

Ben Medow’s Chrysler 

South Bend 





good that it sold me out of cars,” Mr. 
Staal said after sponsoring several 
special programs this summer. Annual 
budget is about $10,000. 

Stone Bros., a Tulsa Buick dealer, 
buys five participations in nighttime 
feature and syndicated film each week 
on KOTV Tulsa. “We use tv for a 
variety of reasons,” says a spokesman, 
“but primarily because of its fast 
adaptability to buying habits or con- 
ditions.” 


Ford line dealers too were enthusi- 


astic about the superiority of tele- 
vision over other advertising media. 
When questioned Ford franchise 
holders voted 69 per cent for tv, as 
compared with 22 per cent for news- 
paper. Edsel dealers voted 69 per cent 
for tv, while Mercury dealers give it 
77 per cent. Dealers for the Lincoln 
luxury line voted 44 per cent for tv. 

Ford Motor Co. has produced 
nearly 1,200,000 1959 cars as it ends 
production and starts its 1960 models. 
This compares with 761,000 through 
the same period last year. Of these 
cars more than a million were Fords. 
Ford registrations total more than 
730,000. 

With the parent company announc- 
ing a record budget for network tv 
in 1959-60, dealer associations and 
individual firms alike are leaning 
heavily on the medium. 

Among the associations spending a 
major portion of their budgets in tv 
is the Twin City District Ford Dealers 
Association of the Minneapolis area. 
Currently the group purchases a 15- 
minute, Monday-Friday news pro- 
gram on KSTP-Tv. E. W. Boyer, presi- 
dent of the association, says: “We feel 
that television, through the various 
personalities we employ on our news 
and sports programs, creates a con- 
stant friendly avenue of approach for 
us to reach an ever-widening group of 
prospects and customers.” 

In Chicago the Ford Dealer Asso- 
ciation has been a consistent tv adver- 
tiser since 1953. The group currently 
buys three quarter-hour CBS sports 
programs weekly on WBBM-Tv Chi- 
cago. 

In San Francisco Ford dealers are 
regular television advertisers. Robert 
Roat, J. Walter Thompson, says, “All 
my dealers demand that television be 
the main advertising force in their 
selling campaign.” 

John Spitzer, of Spitzer Manage- 
ment, which controls 24 corporations, 
has 14 dealerships for a number of 
makes of cars, including Ford. The 
company owns Spitzer Ford in Cleve- 
land and has dealerships in Little 
Rock, Columbus and Grand Rapids. 
“We feel that television combines 
newspapers and radio into one con- 
venient package right in the privacy 
of the home,” says Mr. Spitzer. 





Roy O’Brien of Detroit has been a 
regular advertiser on WXYZ-TV Detroit 
for the past 11 years. Says Mr. 
O’Brien: “Television has been a ter- 
rific force and a very predominant 
one in our advertising. I am sure that 
without television our profit and 
growth picture would be much less.” 

Buying a schedule of minute spots 
on KING-TV Seattle, J. M. Cole, general 
manager of Westside Ford, Seattle, 
says: “We have been using television 
as our prime new-car medium since 
June 1956. We feel it is largely re- 
sponsible for keeping Westside at, or 
near, the top in sales and profits in 
our zone.” 

Courtesy Motors of Chicago, num- 
ber one in Ford sales in the nation, 





“In day-by-day use 
spot tv has proved our 
best selling tool.”’ 


GEO. BYERS 
Geo. Byers Desoto-Plymouth 


Columbus 





puts 95 per cent of its budget into 
television. Jim Moran, president, says: 
“My best method of knowing whether 
tv continues to pay off, and did pay 
off over the years, is a combination of 
two very basic things in any business 
—-sales and the cash register.” 

Dan Rohyans Ford of Columbus 
has been among the top 10 in profit- 
making among Ford dealers for the 
past five years. The company buys 25 
to 30 announcements a week on 
WBNS-TV and supplements with film 
programs from time to time. Spending 
about 40 per cent of his advertising 
budget in television, Mr. Rohyans 
says: “Properly purchased, television 
is the country’s most effective adver- 
tising medium for automobile dealers.” 

Archway Ford in Baltimore buys 
sports programs on WJZ-TV Baltimore. 
The company started in 1954 with 25 
per cent of its advertising budget in 
television and now is spending 70 per 
cent in the medium. 

Brand Motors, Ford City, Los 
Angeles, is spending about 80 per cent 
of its advertising budget to buy nearly 


(Continued on page 74) 
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Walter Scott—boss man of NBC Television 


I an industry not particularly given 


to reticence—noted, in fact, for 
the virtuosity of its individual and 
corporate horn-blowing — a gentle- 
man named Walter Decker Scott is 
a refreshing anomaly. 

Walter Scott is an executive with 
more than 20 years of service in the 
National Broadcasting Co. who last 
February capped a successful career 
in the NBC sales department by be- 
coming executive vice president of 
the television network—the top job 
in the company’s video operations. 

In position and importance, Mr. 
Scott, as head of NBC Television, is 
the organizational counterpart of 
Louis Cowan at CBS-TV and Oliver 
Treyz at ABC-TV. Yet an amazingly 
large segment of the tv trade never 
heard of him; to more industryites 
than not, he’s the man nobody knows. 

Fanfare and publicity and self-ag- 
grandizement have played no part in 
the Scott saga. Instead there have 
been the far more rewarding attrib- 
utes of intelligence, hard work, ex- 
traordinary sales ability and _per- 
sonal charm. One of the greatest 
Scott assets is diplomacy; as one 


NBC executive who’s very close to 
him puts it: “He’s the best guy in 
the business at taking a ruffled client 
and smoothing his feathers.” 

Walter Scott has been with NBC 
since 1938, when he joined the sales 
department. He was named eastern 
sales manager in 1949 and in Feb- 
ruary of °51 was promoted to New 
York radio network sales manager. 
In November 1952 he was appointed 
to the new post of administrative 
sales manager, a position he held 
until he was elected vice president 
and national sales manager, television 
network, in December of 1955. He 
was named vice president, television 
network sales, in January 1958 and 
became top man at NBC-TV a little 
over a year later. 

With over two decades of toiling 
in the NBC sales vineyards, Mr. Scott 
is naturally most informed in this 
facet of network operations, but in 
his present function he is getting 
more and more into programming. 
Two of his strong points are his 
knowledge of operations and his abil- 
ity as an organizer. 

He’s very close to the drug com- 


Another Evening With Fred Astaire for Chrysler 

















Climb to the top 


Unsung veteran Walter Scott 


sparks NBC-TV’s $50,000,000 drive 


to auto-advertising pre-eminence 


panies, and NBC’s record of success 
in garnering much of this business 
can be traced to his contacts with 
such clients as American Home, 
Whitehall and Colgate. As another 
NBC executive says, “Walter inspires 
the kind of confidence that lets him 
pick up the phone, call a client, say 
‘here’s a good buy for you,’ and make 
the sale on the spot.” 

Since he assumed the number-one 
NBC-TV post early this year, the 
Scott technique has sparked the net- 
work’s drive to an almost startling 
pre-eminence in automotive advertis- 
ing for the ’59-’60 season. Seventy- 
four per cent of the total Detroit ex- 
penditures for network television for 
the season just starting is going to 
NBC-TV; the other two networks 
have to be content with splitting the 
remaining 26 per cent of the auto- 
mobile money. 

In terms of revenue, its 74-per-cent 
slice of the automotive melon means 
billings for NBC-TV in the neighbor- 
hood of $50 million, which is a very 
exclusive neighborhood indeed. The 
network’s romance with Detroit this 
year is further underscored when 


that $50 million is compared with the 
paltry $16 million the car industry 
spent on NBC-TV programming last 
season. 

Additionally gratifying to Mr. 
Scott and his network is the fact that 
86 per cent of the total auto billings 
—$43 million—is being poured into 
color shows. Seven makes of car are 
on the NBC-TV roster of advertisers 
for the new season—Chrysler, Plym- 
outh, Ford, Buick, Chevrolet, Pon- 
tiac and Studebaker. CBS-TV has 
only two, Buick and Oldsmobile, 
while ABC-TV has Dodge, Chevrolet 
and Oldsmobile (see accompanying 
list for detailed network-program- 
sponsorship breakdown). 

Five regular weekly NBC-TV pro- 
grams will be carrying automobile 
commercials: the new-to-Monday- 
night Steve Allen Plymouth Show; 
the highly touted new Ford Startime 
series of elaborate hour-long shows 
on Tuesday evenings; Ford’s return- 
ing Wednesday-night Wagon Train 
and Thursday-night Ernie Ford 
Show, and the Sunday-evening Dinah 
Shore Chevy Show, back for its 
fourth season. 


Buick is picking up the tab for a 
half-dozen Bob Hope 60-minute spe- 
cials on various dates through the 
year, and Pontiac is doing likewise 
for eight one-hour specials starring 
assorted big names, among them Gene 
Kelly, who is slated for two of the 
shows, and Victor Borge. Chrysler 
has the 9-10 p.m. hour on Nov. 4 
earmarked for Another Evening With 
Fred Astaire, and participations in 
Today are also on the Chrysler agen- 
da. Rounding out NBC-TV’s automo- 
tive schedule is Studebaker, which 
will buy participations in The Jack 
Paar Show starting in January. 

To what, Walter Scott was asked 
by TELEVISION AGE, could this dom- 
inance of the Detroit advertising pic- 
ture by NBC-TV be attributed? “I 
believe that the answer to that,” he 
replied, “lies in color. It’s more im- 
portant for car makers to ‘sell’ their 
dealers, to impress them with the fact 
that they’re getting expensive, pres- 
tige advertising support from Detroit, 
to show them that their companies 
are solidly behind them advertising- 
wise, than it is for manufacturers of 
any other type of product. 
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“Because this is so, I think it was 
only natural for the auto people to 
favor more than ever this year the 
network that has specialized in the 
most ‘impressive’ kind of prestige 
advertising vehicle—color programs. 
The fact that only 14 per cent of our 
Detroit-sponsored programming this 
season is in black-and-white would 
seem to bear this out. 

“I think, too, that an increasingly 
favorable image of NBC has been 
created among the auto manufactur- 
ers through our efforts over the past 
four years to probe more deeply into 
the function of television—as well as 
of competing advertising media—in 
converting new-car prospects into 
new-car buyers.” 

Mr. Scott’s allusion was to the 
series of annual studies carried out 
by NBC for the automotive industry 
since 1956. In each successive year 
the network has had conducted for 
it broader and more detailed surveys 
on the comparative values of all na- 
tional media for automotive adver- 
tising, culminating in Auto Motives, 
the fourth in the series, released last 
June. 

For this latest study NBC wanted 
to learn about the attitudes and buy- 
ing patterns of today’s car shoppers 
and buyers; how these shoppers and 
buyers describe the °59 cars and how 
they characterize themselves; peo- 
the forthcoming 
American-made small cars, and the 


ple’s interest in 


current public image of these com- 
pact models; a comparison of the 
extent to which the three major ad 
media furnish information and stim- 
ulation to the prospective car buyer; 
how shoppers and dealers rate the 
different media on strength of im- 


Shore and Sinatra sing up a storm for 





pression, persuasion and sales power, 
and, last but hardly least, the impact 
and influence of NBC’s programs for 
automobile advertisers. 

To get the answers, some 25,000 
interviews were conducted with car 
dealers, shoppers, buyers and the gen- 
eral public in 159 counties across 41 
states. R. H. Bruskin Associates, suc- 
cessor to Advertest Research, Inc., 
handled the survey, with the main 
interviews covering the two-month 
period of February-March and shop- 
per re-interviews conducted during 
April. 

“We believe,” said Mr. Scott, “that 
these surveys, particularly the most 
recent one with its greatly expanded 
information, have had a big effect in 
Detroit, not only because of the re- 
vealing and pertinent material they 
contain, but also because of the ob- 
vious time, money and effort that 
have been spent in gathering this 
material for the edification of the 
auto people. 

“There’s another point, too. Most 
automotive executives are hard-head- 
ed disciples of facts and figures, slide 
rules, blueprints—a number of them 
are researchers themselves. They may 
not know too much about the subtle- 
ties of television advertising, of hard 
sell and soft sell, of types of pro- 
gramming—but they fully appreciate 
the value of an extensive and thor- 
oughly documented piece of research. 

“A network offering these people 
such research in their own field for 
four years in a row is bound to 
create the kind of propitious impres- 
sion that will be remembered when 
they draw their plans for tv adver- 
tising.” 

Then, Mr. Scott was asked, you 





would say that, reduced to their es- 
sentials, color and goodwill are the 
two major ingredients in NBC’s out- 
standing success with the auto makers 
this year? “Yes,” Mr. Scott replied. 
He paused and then, with a smile, 
added dryly, “Also, our sales depart- 
ment did a great job.” 

Moving on to other matters, Mr. 
Scott, who’s worried (needlessly, it 
would seem) about baldness and is 
addicted to massaging his scalp and 
rubbing sundry kinds of goo in his 
hair (“His desk drawer looks like a 
drugstore,” says a friend. “Walter 
is a pill collector.”), talked about 
the 200-odd specials which NBC-TV 
will be doing this season. 

“These specials will overlay the 
rest of our regular bread-and-butter 
programming. We realize that no one 
network and no one type of program- 
ming can appeal to all the people all 
through the viewing day and night. 
What we're trying to do is carry a 
balanced schedule of shows with mass 
appeal and class appeal, to draw the 
greatest number of viewers through 
the season via the excitement of the 
specials and the solidarity of the reg- 
ular weekly series. 

“We're hoping that this excitement 
will be engendered by the quality and 
diversity of the specials and that it 
will turn non-regular viewers into 
regular viewers, that it will bring 
back those people whom television, 
for whatever reason, has lost, and 
those it never had.” 

On the subject of growing pro- 
gram creativity within the network, 
Mr. Scott has this to say: “NBC-TV 
is definitely going in for more and 
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more house-produced shows. 
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Automotive Network Advertisers: °59-°60 Season 








Chrysler Corp. 




















Chrysler NBC-TV Another Evening With Fred Astaire (Nov. 4, 9-10 pm) 
NBC-TV  Participations in Today 
Dodge ABC-TV Lawrence Welk’s Dancing Party (Saturdays, 9-10 pm) 
Plymouth NBC-TV The Steve Allen Plymouth Show (Mondays, 10-11 pm) 
Ford Motor Co. 
Ford NBC-TV  Startime (Tuesdays, 9:30-10:30 pm) 
NBC-TV Wagon Train (1/3 sponsorship; Wednesdays, 7:30-8:30 pm) 
NBC-TV The Ernie Ford Show (Thursdays, 9:30-10 pm) 
Mercury-Edsel- CBS-TV 4 New York Philharmonic concerts (1 hour, Sunday after- 
Lincoln noons ) 
General Motors Corp. 
Buick CBS-TV 4 Ernest Hemingway specials (Thurs., 9:30-11 pm, various 
dates ) 
NBC-TV 6 Bob Hope specials (1 hour, various dates) 
Chevrolet ABC-TV The Pat Boone Show (Thurs., 9-9:30 pm; Oct. 1, 9-10 pm) 
CBS-TV The Red Skelton Chevy Special (Oct. 9, 9-10 pm) 
NBC-TV The Dinah Shore Chevy Show (Sundays, 9-10 pm) 
Oldsmobile ABC-TV Bing Crosby special (1 hour, Sept. 29) 
ABC-TV Crosby Golf Tournament (Jan. 21) 
CBS-TV The Dennis O’Keefe Show (Tuesdays, 8-8:30 pm) 
Pontiac NBC-TV 8 Pontiac Star Parades, various stars (1 hour, various dates) 
AC Sparkplug- NBC-TV 8 Art Carney specials (1 hour-90 minutes, Fridays, 8:30 pm) 
United Motors 
Kaiser Industries 
Willys ABC-TV Maverick (Sundays, 7:30-8:30 pm) 
} Renault, Inc. 
Dauphine CBS-TV The Ed Sullivan Show (1 time, part sponsorship; Sept. 27, 
' 8-9:30 pm) 
NBC-TV The Plainsman (1/3 sponsorship; Thursdays, 7:30-8 pm) 
NBC-TV The Moonand Sixpence (1/2 sponsorship; Oct. 30, 8-9:30 pm) 
a <a 
: Studebaker-Packard Corp. 
r Studebaker NBC-TV  Participations in The Jack Paar Show (starting in January) 
k 
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Studio for 
tomorrow 


ABC-TV remodels space 
to give area 
new efficiency and 


flexibility 





Artist's rendition of the removable seats and walls in ABC-TV’s TV -2 


44 he mechanics of production 

gone through in television are 
the same as those in a theatre. But 
while it may take four days to load 
in a Broadway play, that play will 
probably run for hundreds of per- 
formances. The same amount of gear 
is often moved in, and then moved out, 
of a tv studio for a performance which 
lasts precisely one hour. 

“To put it simply, most television 
studios lack fluidity.” 

Sol Cornberg, who designed the 
studios for the original Today, Home 
and Tonight shows, the Renata studios 
in Manchester, England, and helped 
devise the master plan for NBC-TV’s 
Television City in Burbank, is con- 
vinced that this lack of fluidity has 
only aggravated some of the many 
problems associated with live tv: it has 
helped spiral costs, and it has had a 
deadening effect on creativity. 

Mr. Cornberg is currently involved 
in an expansion project with ABC-TV 


involving the refurbishing of two ex- 
isting studios on West 66th St. in Man- 
hattan. He has designed the layout for 
three separate control booths for 
audio and video control and program 
and technical directors, as well as a 
new client’s booth. But his most dra- 
matic contribution to the multi-mil- 
lion-dollar ABC-TV expansion is an 
automated theatre-studio in what is 
known as the TV-2 studio. 

For when that area is completed 
this month it will be two things, or 
rather, one of two things, depending 
upon what the network wants to use 
it for: a theatre or a studio. When 
TV-2 is used as a theatre it becomes 
the audience area for TV-1. When the 
completely mechanized seating ar- 
rangement is removed it can be used 
as an independent studio, and when 
the removable walls and ceiling grid 
are peeled away the entire area—9,- 
500 square feet of space—can be used 
as one enormous studio. 
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When completed, this studio can serve as the audience area for TV-1 (background) 


But the design of TV-2 is more than 
functional. Certain esthetic factors 
have been considered by Mr. Corn- 
berg, who feels that the decor of a 
theatre or studio should correspond 
with the mood of the play or pro- 
gram being presented. He points out 
that the live audience is generally used 
by the talent as a sounding board, and 
in order to put that audience into some 
kind of receptive mood it is given a 
pre-air-time warm-up. But the archi- 
tectural environment in which such a 
rapport is to be established is such as 
to discourage even the hardiest of en- 
tertainers as well as the most sym- 
pathetic of audiences, says the de- 
signer. 

The usual tv studio environment, he 
adds, “is anything but pretty. It is 
generally so full of electronic gear that 
audiences frequently need large- 
screen projectors to see what is hap- 
pening in the very theatre they are 
sitting in. If they are coming in to a 


studio we think they should at least 
feel that they are going to be a part 
of the performance.” 

Mr. Cornberg says that TV-2 will 
permit this, since it is “clean, neat and 
modern.” And of course it is so de- 
signed and built that within four 
hours it can be transformed into some- 
thing else. The fold-away walls of the 
studio are made of plastic skin mate- 
rial which allows backlighting of vari- 
ous kinds, and the ceiling consists of 
aluminum honeycombs. 

The 250 seats in the newly designed 
area, as well as the walking boards on 
which they are placed, can be folded 
up and stored to occupy a 300-square- 
foot area starting at eight feet above 
head room. The crucial thing here is 
the speed with which this conversion 
can take place, since many studios are 
at least partly mechanized. 

Probably one of the more pressing 
problems in live television today is 
studio space, or the lack of it. The 


situation has made the economical, ef- 
ficient use of studios absolutely imper- 
ative, but at the same time, many 
studios, built years ago, simply are 
not adaptable for efficient use: they 
were meant for a continuing show, or 
for a continuing type of show. 

Mr. Cornberg observes that studio 
usage before air time for a one-hour 
program can amount to 18 hours and 
longer and for a color show as much 
as 72 hours. With proper use of the 
space available (necessitating auto- 
mated equipment) , “we should be able 
to approach one-third better effi- 
ciency,” he says. 

In a more philosophical vein, Mr. 
Cornberg feels that “a_ television 
studio, to be an efficient machine, 
should permit creative talent to walk 
in, think out loud and have those 
thoughts materialize.” TV-2 is ex- 
pected to have a salubrious effect on 
live audiences; the industrial designer 


(Continued on page 73) 
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Goals for Grey 


Alfred Hollender believes correct use of television helps to achieve future aims 





MR, HOLLENDER 


n an interview for a profile of 

Grey Advertising Agency in TV 
AGE in April 1955, Alfred L. Hol- 
lender, then vice president in charge 
of tv-radio, stressed the idea that in 
addition to the right program and the 
right commercial, successful tv ad- 
vertising is built upon marketing, 
merchandising and interrelated fac- 
tors. 

“The link between these various 
elements has become more important 
with each season,” said Mr. Hollender 
shortly after the recent announce- 
ment that he had been promoted to 
an executive vice presidency post, 
supervising Grey’s tv, 


marketing, 
production, finance and branch-office 
operations. “We feel the lack of 
recognition of the need for unified 
planning on the parts of others is a 
basic reason television often has not 
been used to its fullest extent. 
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“At Grey, we realize we have the 
most dynamic method of selling that 
mankind has ever known. If and 
when advertisers find tv doesn’t work 
for them, it’s not the fault of the 
medium. The fault lies with those 
who are using it improperly.” 

When the Grey profile was writ- 
ten four years ago, about 30 per cent 
of the agency’s $27-million billing 
was in tv-radio. Currently, about 
half of total billing of over $43 mil- 
lion goes into broadcast media. 

“To make tv work right,” said 
Mr. Hollender, “we have given a lot 
of attention to commercial compati- 
bility with its program. This is such 
an obvious thing, but anyone who 
watches television for any time at 
all can spot instance after instance 
where products are advertised on the 
wrong kind of show. 


Not Way to Use Tv 

“Too often, too, a major network 
program is used by an advertiser 
simply as a spot carrier. This, to us, 
is not the way to use television.” 

The executive pointed out the need 
of setting the proper product on the 
proper show with such examples as 
Steve Allen for Greyhound and Jack 
Benny for Benrus watches. “These 
performers could endorse their spon- 
sors with believability,” he said. 
“Give them an item such as a de- 
odorant or headache tablet to testify 
to using, and you can lose that be- 
lievability—along with making the 
performer uncomfortable. 

“There are problems to be worked 
out in many cases. We have Block 









Drug’s Polident on Masquerade 
Party. Obviously, Bert Parks can't 
say he uses the product, but he can 
tell the audience it has been used in 
his family for years, that he’s talked 
to dentists about it, etc. The result 
is a believable commercial with that 
extra impact a star personality adds.” 

The value of a personality extends 
beyond the video audience into the 
merchandising, Mr. Hollender agreed. 
“Particularly where you have a client 
with a large sales force—such as 
Samsonite or Benrus. The salesmen 
become enthusiastic about the name 
and feel they have something to talk 
to the trade about. There have been 
instances where advertisers have sold 
out entire stocks before the tv cam- 
paign started, simply on the strength 
of who and what they had.” 

Working with such clients as 
Procter & Gamble and RCA, the 
agency is accustomed to thorough 
research procedures. Operating with 
its own consumer panel of up to 
3,000 families nationally (depending 
on the client and type of survey con- 
ducted), Grey conducts pre-tests of 
commercials, as well as phone checks 
after announcements have been tele- 
vised. 

“We have gone so far as to prepare 
filmed commercials for in-the-home 
surveys before the tv films are made. 
These test films cost about $800 
each, but that’s insignificant com- 
pared to the half-million you put into 
a show to get an audience for the 
commercial.” Grey researchers show 
the sample commercials within an 


(Continued on page 78) 
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Wayne Klotsky, 
construction 
man on the new 
Gateway Center 
project and one 
of the 4.5 million 
people in 
KDKA-TV’s big 
orbit of 
influence. 


Sterling Yates, Atlantic 
Weatherman, goes on for 
KDKA-TV five nights a 
week with the liveliest 
presentation of weather 
ever. He helps keep the 
big audiences in the 
tri-state area 

watching KDKA-TV. 














This 
is 
Pittsburgh 


Roy Face, great Pirate 
hurler ... typical of the 
fresh young spirit that’s 
put Pittsburgh way 

out in front. 


There’s no middle ground for Pittsburghers. Sell ’em, and 
they go all out. The fanfare for the Pirates is one example. 
KDKA-TV’s following another. Year after year, it’s the No. 1 
station there. Let us show you how to create more fanfare 
for your product in Pittsburgh. 


KDKA£TYV Pittsburgh 
62 WESTINGHOUSE BROADCASTING COMPANY, INC. 
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Car billings 
zoom 


TvB’s second quarter 


spot report shows 


big jump in automobile 


Rank 
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use of tv 


pot television expenditures by 
national and regional advertis- 
ers for the second quarter of this year 
totaled $158,904,000, according to 
Television Bureau of Advertising 
figures—a 22-per-cent increase over 
the $130,353,000 invested during the 
comparable period of 1958. And con- 
tributing substantially to that over-all 
rise was the automotive industry. 
Spot billings for the automotive 
classification—cars, trucks, trailers, 
tires, tubes, batteries, anti-freeze and 
miscellaneous accessories and supplies 
—are put by TvB at $5,744,000 for 
the °59 April-May-June period, com- 
pared to $1,915,000 over the same 
stretch last year. The jump represents 


an amazing 200-per-cent increase 
which stands out particularly in com- 
parison with the increased expendi- 
tures by other major product cate- 
gories. 

Closest to the automotive leap was 
the sporting goods, bicycle and toy 
field, which climbed 162 per cent. 
Following that, however, automotive’s 
200-per-cent rise puts the other none- 
theless considerable second-quarter 
classification increases in the shade: 
household and genera!, up 84 per cent; 
pet products, up 80 per cent; cloth- 
ing, furnishings and accessories, up 35 
per cent, and food and grocery prod- 
ucts, up 34 per cent. 

(Continued on page 83) 


Top Spot Advertisers in Second Quarter 


. Adell Chemical Co. $ 4,581,700 


. Alberto-Culver Co. 461.300 
. American Bakeries 

Co. 391,300 
. American Chicle Co. 440,600 
. American Home 

Products Corp. 2,348,300 

American Motors 

Corp. 541,100 
. American Tobacco 

Co. 793.200 
. Anheusér-Busch, Inc. 1,129,400 
. Armour & Co. 418,400 
. Associated Products 

Ine. 455,500 

Atlantic Refining Co. 435,900 

Avon Products, Inc. 945.800 


27. 
52. 


90. 
99 


98. 
94. 
11. 
20. 
10. 


45. 


23. 
81. 


B. T. Babbitt Co., 
Inc. 611,800 


P. Ballantine & Sons 383,500 
. Beech-Nut Life 

Savers, Inc. 354,600 
Block Drug Co. 356,300 
Bon Ami Co. 368,900 
Borden Co. 1,739,200 
Bristol-Myers Co. 1,162,800 
Brown & Williamson 

Tob. Co. 1,889,200 
Carling Brewing Co., 

Inc. 670,600 
Carter Products, Inc. 1,115,000 
Chock-Full-O’ Nuts 
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Corp. 421,500 
91. Chrysler Corp., 

Regional Dirs. 381,200 
26. Coca-Cola Co./ 

Bottlers 962,700 

3. Colgate-Palmolive 

Co. 3,839,100 
6. Continental Baking 

Co. 2,801,000 
50. Continental Wax 

Corp. 617,100 
21. Corn Products Co. 1,140,900 
71. Helene Curtis 

Industries 457,7 
73. E. F. Drew Co., Inc. 448,800 
42. Drug Research Corp. 683,000 
77. Duffy-Mott Co. 439,100 
65. Esso Standard OilCo. 481,000 
67. Exquisite Form 

Brassiere 470,900 
85. Max Factor & Co. 416,700 


54. Falstaff Brewing Corp. 589,900 


13. J.A. Folger &Co. 1,463,300 
38. Food Mfgrs., Inc. 727,500 
18. Ford Motor Co.., 

Regional Dirs. 1,191,300 


4. General Foods Corp. 3,831,700 


25. General Mills, Inc. 1,098,300 
39. General Motors, 

Regional Dirs. 725,700 
46. Gillette Co. 664,200 
92. Glamorene, Inc. 376,000 
29. Robert Hall Clothes 894,500 


56. Theo. Hamm Brewing 


Co. 582,200 


58. Hertz Corporation 542,100 
14. International Latex 

Corp. 1,409,100 
96. Interstate Bakeries 

Corp. 358,200 
30. Andrew Jergens Co. 876,400 
87. S.C. Johnson & Son, 

Inc. 393,300 
12. Kellogg Company 1,662,600 
34. Lanolin Plus, Inc. 799,700 

5. Lever BrothersCo. 3,276,400 

43. Liggett & Myers 

Tob. Co., Inc. 679,500 
24. P. Lorillard & Co. 1,107,400 
83. M. J.B. Co. 418,700 
8. Miles Laboratories, 

Inc. 2,004,300 
17. Philip Morris, Inc. 1,301,900 
40. National Biscuit Co. 707,500 
97. National Brewing Co. 356,900 
76. National Cranberry 

Association 439,200 
53. Norwich Pharmacal 

Co. 601,900 
4A. Pabst Brewing Co. 679,400 


89. Pacific Tel. & Tel. 

Co. 388,600 
37. Pam Enterprises, Inc. 729,000 
62. Parker Pen Co. 516,200 
95. Dr. Pepper Co./ 


(Continued on page 83) 
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Film Report 





PROGRAM BOUNCE 

MGM.-TV will try once more to get 
going in the program syndication 
field. The company’s initial plans with 
The Thin Man were foiled when NBC- 
TV reconsidered things and decided 
that the property would be ideal as 
a daytime strip. 

The 72-episode series had run on 
that network for two years in prime 
time, and this latest deal, said to be 
a $1-million transaction, is hardly a 
disturbing one for MGM-TV execu- 
tives. They do have a problem, how- 
ever: what to use as the initial plunge 
into program syndication? Northwest 
Passage, consisting of 26 half-hours, 
seems to be a likely bet, but Dick 
Harper, director in charge of syn- 
dicated and feature sales, points 
out that the company is negotiating 
for several new properties for the 
market-by-market route. MGM-TV 
will be in program syndication this 
year, says Mr. Harper, but with what 
program and with how many yet to 


be decided. 


SALES... 

Ziv wrapped up some impressive 
sales in the past month on new and 
established properties. This Man Daw- 


son, the firm’s newest syndicated pro- 
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gram, has been sold in close to 100 
markets. Alternate weeks of Lockup 
and This Man Dawson (picked up on 
that basis by American Tobacco Co. 
in 59 markets) were sold in 54 of 
those markets. Archway Cookie Co. of 
Battle Creek has picked up The Cisco 
Kid for a fall start in 40 to 50 mar- 
kets. And Prestone and Longines-Witt- 
naur Watch Co. have joined Ameri- 
can Tobacco as sponsors of Ziv’s Men 
Into Space over CBS-TV. 

Some of the new sponsors of This 
Man Dawson are Anheuser Busch, St. 
Louis; Sego Milk, seven mountain 
states; Tendercrust Baking, Amarillo; 


Vietti Foods, Nashville; Dreaher 
Packing, Columbia, S. C.; Household 
Finance; Alabama Farm Bureau; 
Iowa Electric Light & Power Co., and 
South Carolina Electric & Gas. 

Of the 54 completed sales of alter- 
nate weeks on the American Tobacco 
Co.’s spread on Lockup and This Man 
Dawson, 40 are to stations for local 
sponsorship, while the remaining 14 
were made directly to advertisers. 

The Archway buy of Cisco Kid en- 
compasses markets in New England, 
New York State and Indiana, as well 
as the midwest and Texas-Oklahoma 
regions. Stations and time slots in the 





FILM SUCCESS .............. 


hat the use of television can lead 

to an increase in sales isn’t often 
disputed any more, but that this in- 
crease can be achieved with fewer ad- 
vertising dollars is still being ques- 
tioned. The Summerfield Chevrolet 
Co. of Flint, Mich., sponsors of Cali- 
fornia National Productions’ Flight, 
spent less money this year to rack up 
more sales, and did it in an economi- 
cally blighted area. 

The advertiser has been sponsoring 
the series since the early part of this 
year after dropping its investments 
in other media. Presented over WNEM- 


| tv Bay City-Flint-Saginaw on Mon- 


day evenings from 9:30-10, Flight ap- 
pears to have routed the opposition. 
Latest Nielsen report in that area 


| awarded it a 45.7, or 63-per-cent 


share of audience in the three-station 
market. 

Arthur E. Summerfield Jr., presi- 
dent of the firm (and son of the post- 
master general) , explains his decision 
to invest in the series in the follow- 
ing manner: “We wanted a prestige 
medium that would reach the largest 


| number of consumers in a direct way 


with a personalized message.” Mr. 
Summerfield does the live commer- 
cials himself, utilizing a soft-sell tech- 
nique. 

He reports that as a result of the 
investment his advertising budget has 


| decreased 38 per cent while he reaches 





Joel Marston and Dick Crane at the 
controls of an Air Force helicopter 
in an episode from Flight, CNP ac- 
tion drama. 


more people. At the same time, the 
company’s sales of new cars and new 
trucks for the first seven months of 
this year climbed 40 per cent over the 
comparable period in 1958. Service 
sales during the same period rose 21 
per cent, while parts sales jumped 19 
per cent over last year. 

Mr. Summerfield had a special sur- 
vey made of new customers to deter- 
mine how they found their way into 
his showrooms. Result: the vast ma- 
jority credited the television program. 

Flight consists of 39 half-hours 
which dramatize the history of avia- 
tion. Currently telecast in over 200 
markets, the series continues to rate 
high on most rating reports. It is nar- 
rated by Gen. George C. Kenney 
(USAF, Ret.), and was produced by 
Al Simon for CNP. 
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north-central and west-coast areas are 
now being selected. 


NTA has worked out a special dis- 


tribution plan for its package of 160 | 


Twentieth Century-Fox features. The 
films, most recently sold to four CBS- 
owned-and-operated stations, will be 


released in groups over three six- | 


month intervals. First movies, to be 
known as the Sunset features, will be 
released this month and number 54. 
They will be followed by a 54-film 
Santa Monica group and a 52-film 
Wilshire group. 


NTA Program Sales has closed | 


nearly $1 million in business for 


Grand Jury. The series has been sold | 


in over 60 markets to such clients as 
D-X Sunray Oil Co., Schlitz Brewing, 
0’Keefe Brewing (upstate New York), 


the Society Bank of Cleveland, the | 


Crosby chain of stations and four 
NBC-owned stations. 

Four Just Men, distributed by Inde- 
pendent Television Corp., has been 
sold in over 100 markets. This do- 
mestic business has been bolstered by 
foreign sales whith to date have 


brought in $840,000. In the States, | 


the series has been picked up by 
Standard Oil of Texas for 15 markets, 


Volkswagen for six western markets, | 


Drewrys Beer for 15 midwestern 
cities and Renault in three south- 
eastern markets. The latest foreign 
sale of Four Just Men was consum- 
mated in Mexico, where the Mexican 


division of the Chrysler Motor Corp., | 


Fabrica Automex S.A., will use the | 


series as its first television venture. | 
... ITC, which is distributing Henry | 


G. Saperstein’s Ding Dong School, 
has obtained renewals in 27 markets 
before the show has had a chance to 
go on the air. (It is scheduled to be 


telecast in at least 76 markets starting | 


later this month.) 

After 10 days in the field World- 
Wide Television Sales Corp. sold its 
taped Major-League Baseball Presents 
in 26 major markets. Most stations, 


says Mel Schlank, president of the | 


company, are purchasing the series 


for week-end showings. Some of the | 
major markets sold: New York, Pitts- | 


burgh, Boston, Chicago, 


Detroit, | 


Phoenix and Memphis. . . . ABC Films | 


reports that seven new sales have been | 


made on The Adventures of Jim 
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SELLING COMMERCIALS 





American Home Foods, Inc. ¢ Young & Rubicam 





LARS CALONIUS PRODUCTIONS, INC., Hew York 





Bissell © Clinton E. Frank 





TV COMMERCIALS, INC., Ho..ywood 





American Home Foods, Inc. ¢ Young & Rubicam 


Chop : 
BOY-AR-DEE 





PELICAN FILMS, INC., New York 





Boyle Midway J. Walter Thompson 


GIFFORD ANIMATION, INC., New York 





B T. Babbitt Co. « Brown & Butcher 





HFH PRODUCTIONS, INC., New York 


Brown & Haley Miller, Mackay, Hoeck & Hartuny 






RAY PATIN PRODUCTIONS, Hollywood 





Ballantine « William Esty 


CARAVEL FILMS, INC., New York 





Cadence Records, Inc. 






> 4 


JAMES LOVE PRODUCTIONS, INC., New York 
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SELLING COMMERCIALS 





Campbell's Soup « BBDO 


CoACKEY NO 


ELEKTRA FILM PRODUCTIONS, INC., New York 


| 
Gambrinus « Byer & Bowman | 
| 
| 





BANDELIER FILMS, Albuquerque 





Cluett, Peabody & Co. « Lennen & Newell 





KLAEGER FILM PRODUCTIONS, New York 


Goobers Candy « Wermen & Schorr 











Coca Cola « McCann-Erickson 








=i * > 
WONDSEL, CARLISLE & DUNPHY, INC., New York 
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KLAEGER FILM PRODUCTIONS, New York 





Lanolin Plus « E, W, R&R 


PROTEIN 


WAVING 
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NATIONAL SCREEN SERVICE CORP., New York 
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Bowie, and nine new markets have 
signed for Meet McGraw, which was 
placed into syndication in late July, 
More than 72 markets have been 
signed for the Jim Bowie series, while 


a total of 24 have picked up McGraw. 


SMPTE AWARDS 

The Society of Motion Picture and 
Television Engineers will honor 15 
men this year with fellow member- 
ships in the society. Presentation will 
be made at the SMPTE semi-annual 
convention, to be held Oct. 5-9 at the 
Statler Hilton Hotel in New York. 

The new fellows of the society are: 
C, Loren Graham, color-technology 
division, Eastman Kodak Co.; James 
W. Kaylor, chief engineer, Movielab 
Film Laboratories; Harry Paul 
Brueggemann, research specialist, the 
Marquardt Corp.; Paul W. Vittum, 
associate head of the color-photog- 
raphy division, Eastman Kodak; Wal- 
ter Beyer, staff engineer, Motion Pic- 
ture Research Council, Hollywood; 
Robert E. Birr, product-planning en- 
gineer, General Electric Co.; John M. 
Calhoun, assistant director, manufac- 
turing-experiments division, Eastman 
Kodak; Henry J. Ushijima, vice presi- 
dent and executive producer, John 
Colburn Associates, Inc.; Hans-Chris- 
toph Wohlrab, director of engineer- 
ing, Bell & Howell Co.; Julian Hale 
Webb, research laboratories, Eastman 
Kodak; Philip E. Smith, assistant 
manager, Eastman Kodak Processing 
Laboratory, Chicago; Robert E. Gott- 
schalk, president, Panavision, Inc.; 
G. Don Malkames, Don Malkames, 
Inc.; Albert Gillet, Brockliss Simplex 
Co., Paris, France, and Leon Shelly, 
president, Shelly Films, Ltd., Toronto. 


TAPE... 


Los Angeles’ independent tv sta- 
tions are in the process of becoming 
important production centers for syn- 
dicated video-tape recorded program- 
ming. Result is both a change in 
policy and in program patterns. 

KTTv, for instance, has dropped 
the Peter Potter Juke Box Jury show, 
which the station has been syndicat- 
ing itself, not because of the local 
situation—it has been on the air 10 
years in Southern California—but be- 
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cause poor reaction in other markets | 


no longer warranted the production 
cost. At the same time, the station is 
mapping an extensive strip series for 
Jerry Lester, onetime national tv star, 
whose cost would be far too high for 
one-market telecasting. 

KTLA, on the other hand, has been 


able to entice top Hollywood creative | 


personnel to the station through the 
promise of syndication. Sid Dorfman 
(head writer on Burns and Allen) 
and Hal Kanter (former producer of 
the George Gobel Show) are packag- 
ing a panel program called What Is 
It? The channel will also make an 
attempt to produce an entire western, 
called The Wrangler, on tape, utiliz- 
ing mobile equipment. 

But what promises, perhaps, to be 
the most extensive operation is being 
set up at KCOP under the NAFI aegis. 


In line with this, the third tv tape | 


company to make its bow on the west 
coast in the last few months (the first 
two: Mobile Video Tapes and Trans 
Video Tapes) has been organized: 
National Video Tape Service. The 
new entry will be directly tied in with 
NAFI for production of programs 
and commercials. According to Har- 
old Marienthal, former west-coast 
head of National Screen Service, and 





MR. MARIENTHAL 


president of NVT, full commercials 
service, including storyboard, anima- 
tion and optical effects, can be made 
available to clients. Under the ar- 
rangement with NAFI, NVT has three 
sound stages, two Ampex units and 
two remote units at its disposal, with 
three more VTR units to be installed. 

Frederick K. Rockett Productions 
(commercial and industrial films) 
and Mobile Video Tapes, Inc., have 
signed a co-production pact whereby 
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facilities of each will be made avail- 
able to the other. The action points 
up the rapidly increasing importance 
of taped commercials, which are al- 
ready beginning to make their effect 
on film producers, although the cur- 
rent season is one of the best ever 
for commercial firms. Attractiveness 
of tape for commercials is pointed up 
by the fact that MVT recently com- 
pleted 18 spots in five hours’ shooting 
time. 

Stockholders of Ampex Corp. have 
approved a merger with Orr Indus- 
tries, manufacturers of magnetic tape. 
The move will give Ampex, which 
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has had considerable stock holdings | 


in Orr, its own tape-producing fa- 
cilities. 


PERSONNEL ... 

With Jerome Hyams appointed vice 
president and general manager of 
Screen Gems, and with Abe Schneider 
assuming the title of president, the 
Columbia subsidiary can be said to 
have returned to a previous corporate 
structure. This existed when the late 
Harry Cohn served as president of the 
parent company and the tv subsidiary. 


MR. HYAMS 


(Mr. Schneider is also president of 
Columbia Pictures.) 

The reorganization is expected to 
result in other top Columbia execu- 
tives devoting still more time to Screen 
Gems. Two top SG executives—John 
H. Mitchell, vice president in charge 
of sales, and Burton H. Hanft, vice 
president in charge of business affairs 
—will have their duties expanded to 
include greater managerial functions. 

Mr. Hyams, who now functions as 
administrative head of the television 
company, was elected vice president 
in charge of syndication in June of 
last year. He joined Screen Gems in 
1956, when the company he had 
formed in 1950, Hygo Television 
Films, was absorbed by the Columbia 
subsidiary. Prior to that he had served 
as sales manager and vice president of 
Commonwealth Pictures. 

Other developments at Columbia: 
Samuel J. Briskin has been elected to 
the board of directors, filling the board 
seat made vacant by the death of 
Ralph Cohn. Mr. Briskin is vice presi- 
dent in charge of Columbia’s west- 
coast activities. M. J. Frankovich, 
chairman of-the board of Columbia 
Pictures, Ltd., of Great Britain and 
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Ireland, has been named a vice presi- 
dent of Columbia Pictures Corp. 
Independent Television Corp. has 
appointed Stanley Levey general sales 
manager of Arrow Productions, the 
company’s re-run division. Mr. Levey 
will headquarter in Chicago, directing 
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a field sales force of eight men, and 
will report directly to Alvin E. Unger, 
general manager of ITC’s Special 
Projects Division. . . . Richard G. 
Yates, for the past 11 years eastern 
sales manager of Hollywood Tele- 
vision Service, a Republic subsidiary, 
has joined MGM-TV’s syndicated and 
feature sales operation as a sales ex- 
ecutive. . . . Richard P. Morgan has 
joined CBS Films as assistant to the 
director of business affairs. For the 
past five and one half years Mr. Mor- 
gan was vice president in charge of 
administration and business affairs for 
ABC Films. Prior to that he was as- 
sistant to the president of General 
Television Enterprises, Hollywood. 

Five new vice presidents have been 
appointed to the board of Ampex 
Corp. They are: John Jipp, manager 
of the instrumentation division; Neal 
K. McNaughten, manager of the pro- 
fessional-products division; Herbert 
L. Brown, manager of Ampex Audio, 
Inc.; John M. Leslie Jr., acting gen- 
eral manager of Orr Industries, Inc., 
and Walter T. Selsted, director of re- 
search. 

Adrian Samish, previously a tv ex- 
ecutive at MGM-TV, has been named 
production executive for Bernard L. 
Schubert, Inc. The company has four 
programs under way: David Harum, 
starring Chill Wills; David Harding, 
Counterspy, featuring Reed Hadley; 
Alexander the Great, based on the 
Saturday Evening Post Alexander 
Botts series, and Interior Command. 
. . . William Kozlenko, director of tv 
programming for MGM-TV, has re- 
signed that post in a continuing shuffle 
of tv executives at the major studio. 


NTA REALIGNMENT 

National Telefilm Associates has 
realigned its sales operations in prepa- 
ration for its move to the west coast. 
Under the new structure, feature film 
sales, market-by-market sales of first- 
and re-run programs and sales of all 
“living tape” shows will be under the 
direction of Harold Goldman, presi- 
dent of NTA International, who will 
be based in Beverly Hills. E. Jonny 
Graff, NTA vice president based in 
Chicago, moves to New York to head 
up station sales under Mr. Goldman. 

Michael M. Sillerman, president of 


NTA Program Sales, will be responsi- 
ble for national, network, regional 
and group-stations sales of first-run 
programs. Arthur Spirt and Walt 
Plant, NTA Program Sales vice presi- 
dents, will headquarter in the com- 
pany’s New York and Los Angeles 
offices, respectively. Messrs. Goldman 
and Sillerman have indicated that an 
expansion of their respective sales 
forces will take place. 


COMMERCIAL CUES... 

More mergers and hints of mergers 
continue to characterize the com- 
mercial film production field. Details 
of the latest of these, involving Trans- 
film and Caravel Films, were being 
worked out at press time. Earlier, 
Audio Productions, Inc., and Pathe- 
scope Productions, Inc., merged their 
industrial film and television com- 
mercial services. They continue under 
the Audio Production name. Edward 
J. Lamm, president of Pathescope, be- 
comes a special representative with 
Audio and continues Pathescope’s 
educational division under that cor- 
porate name. 

Robert Productions 
(Canada), Ltd., will do approximate. 
ly $500,000 in television commercial 
production this year, according to 
John T. Ross, executive vice presi- 
dent. Mr. Ross will become president 
of the company on Oct. 6, when its 


Lawrence 





MR. ROSS 


new $1-million film center is opened 
in Toronto. Special video-tape equip- 
ment will be installed, and it’s ex- 
pected that an expansion into pro- 
gram production will follow. 
Transfilm reports that advertisers 
in the drug and toiletries field are 
making the widest use of its “visual 
squeeze”’ production technique. Latest 
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It’s a good feeling to know that per- 
fection is always readily available. 
That’s why Anscochrome and Super 
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ture industry for professionals and 
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Anscochrome’s superior curve con- 
formity results in better color ren- 
dition as well as cleaner highlights 
and neutral shadows. Only Ansco- 
chrome emulsions offer this combi- 
nation of speed and color balance 

- a natural result of Ansco re- 
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job was done for Miles Nervine 
through Wade Advertising, Inc., Chi- 
cago, and will be shown on some of 
the Miles Laboratories, Inc., programs 
as well as on a spot basis in many 
major markets. . . . John Ercole, for- 
merly with Peter Elgar Productions, 
has joined Transfilm as director of 
photography. 

MGM.-TV continues its expansion 
in the commercial and industrial film 
field. Robert C. Bennett has been ap- 





musifex Co 


45 w. 45 st. m.y.c. 


background music 
musical commercials 


sound effects 























. .- A FILM EDITING 
SERVICE FOR PRODUCERS 
AND ADVERTISING AGENCIES 
45 WEST 45th ST., N. Y. 
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pointed creative director of the in- 
dustrial film department, and Sheldon 
Nemeyer has been named director of 
industrial sales. . . . Burton “Bud” 
Stone has been appointed sales man- 
ager of the east-coast laboratories of 
Consolidated Film Industries. 
Arthur Miller has been elected vice 
president and general manager of Du 
Art Film Laboratories, Inc., and Tri 
Art Color Corp., motion-picture film 
processors. 

Nat B. Eisenberg, formerly a senior 
producer for NBC-TV’s Telesales de- 
partment, has joined Elliot, Unger & 
Elliot as manager of video-tape op- 
erations. . . . Bill Gaughan has been 
appointed an account executive of 
Wilding, Inc., working out of that 
firm’s Cincinnati office. 

First double shift ever put on by 
a commercials producer has gone into 
action at UPA. In order to fulfill com- 
mitments for fall programs and spots, 
the commercials division is working a 
seven-day, 16-hour-per-day week. The 
production, highest volume in _his- 
tory, is for nine Gillette Cavalcade of 
Sports spots (Maxon, Inc.), a “car 
of tomorrow” film for General 
Motors, titles for Twilight Zone and 
the Garry Moore and Danny Thomas 
shows, and series of spots for 12 ad- 
vertisers. 

Filmways, Inc., which has a New 
York-Hollywood co-production agree- 
ment with Warner Bros. on filmed 
commercials, is moving from the 
Warner lot to General Service Studios 
in Hollywood. The transfer is due to 
production crowding at Warner’s, 
but, simultaneously, will give Film- 
ways its own facilities on the west 
coast. Agreement with the major 
studio continues, with Filmways sub- 
contracting for some of the Warner 


Bros. commercials. 


PROGRAMS .. . 

First program to be distributed by 
the new NAFI syndication division 
will be Danger Zone, a true-life ad- 
venture series. To be produced by 
Ross-Danzig, Inc., it will feature 
Gregory “Pappy” Boyington as host 
and emcee. . . . Independent Televi- 
sion Corp. has signed a five-year pact 
with Jack Douglas for distribution of 


his programs. First production will be 


Sweet Success, dealing with the lives 
of successful men, and a new adven- 
ture series. . . . Latest telefilm com- 
pany to offer a public stock issue is 
Filmaster Productions, Inc. Under a 
proposal filed with California State 
Corporation Commission, the firm 


would offer $2.5-million worth of 
stock to the public. 
Interstate Television Corp., the 


Allied Artists subsidiary, is moving 
back into telefilm production. The 
company has signed W. Lee Wilder 
to produce a 39-episode, half-hour 
Marco Polo series in the Far East. 
. . » Negotiations are under way be- 
tween Famous Artists Agency and 
Paramount Pictures for a tv co-pro- 
duction deal. Under the proposed set- 
up, Famous Artists would be the tal- 
ent and sales agency, while Para- 
mount would supply the production. 

Residuals collected by Screen Di- 
rectors Guild total $506,000 so far 
in 1958. Since 1954 the amount adds 
up to $1,675,269. . . . Televicentro, 
Mexican TV production agency, is 
readying a series of bullfights for sale 
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in U. S. markets. Films will be ex- 
purgated versions, with scenes of 
cruelty and gore removed. 

In a capital-gains move Don Fed- 
derson has sold The Millionaire tv 
series, including five years’ past prod- 
uct, to CBS-TV for $3 million. In a 
deal reminiscent of the purchase of 
Dragnet by MCA from Jack Webb, 
Fedderson will continue to produce 
The Millionaire on a salary basis. 
Colgate, which originally helped fi- 
nance and had a part interest in the | 
program, will receive $500,000 from 
the sale. 

Frank Gruber, who already has | 
more tv series (five) on the air than 
any other creator, is preparing three | 
more: Marzipa, a feminine western; | 
The Gambling Lady, based on a | 
Gruber book, and an untitled gladi- 
ator series along the lines of Spar- | 
lacus, negotiations on which are un- 


der way with NBC. 
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BEKINS FILM SERVICES 


Distribution—Inspection—Grading & 
Cleaning—Repairing & Rejuvenation— 
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1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-818! 








BONDED T. V. FILM SERVICE, INC. 
630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 

Chicago: 1301 S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd., OL 4-7575 

The nation's largest total film service 

for post-production needs 
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MODERN TELESERVICE, INC. 
New York Chicago Los Angeles 
OX 7-2753 DE 7-376! WE 3-5674 
_Modern facilities 
Trained personnel 
_Individual attention 
. in servicing tv after-production needs. 











REEVES SOUND STUDIOS 


304 East 44th Street, New York 17, N. Y. 
ORegon 9-3550 


Complete transcription and film 
recording facilities. 








SPONSORS FILM SERVICE, INC. 

421 West 54th Street, New York 19, N. Y. 
Columbus 5-0373 
Traffic Service, Print Procurement, Lab 
Expediting On TV Spots And Shows. TV 
Spot Integration And Insertion. Inspection 
And Storage. Refrigerated Storage For 
Color Negatives. 
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CAMERA EQUIPMENT CO. 

315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 
. « « lighting equipment . . . generators 
. .« film editing equipment . . . processing 
equipment. 








S. 0. S. CINEMA SUPPLY CORP. 

New York City: 602 West 52nd Street, PL 7-0440 
Hollywood, Calf.: 6331 Hollywood Bivd., HO 7-2124 
SALES @ RENTALS @ SERVICE 
The world's largest source for film pro- 
duction equipment: Producing, Lighting, 
Processing, Recording, Projection, ete. 
Send for our huge 33rd Year Catalog 
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CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 
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CHATEAU THEATRICAL ANIMALS 
603 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT—— 
FROM AGOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 
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VIDEART INC. 
343 Lexington Ave., New York, N. Y. 
LExington 2-7378-9 
Joe Zuckerman, Pres. 
Optical Effects—Titles 
Complete Animation Facilities 
Animation Consultants 
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FOSTER-FERGUSON 
(Jean & Babs) 
141 East 44th Street, New York 17, N. Y. 
YUkon 6-4330 
A complete service, specializing in creative 
talent for tv. May we screen, from our vast 
resources of actors, models, etc., the types 
to fit your specific need. 








WALTON HAULING & WAREHOUSE CORP. 
609-11 West 46th St., New York 19, N. Y. 
Circle 6-8685-6-7-8 
THEATRICAL HAULERS 


for 
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PREVIEW THEATRES, INC. 

1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
Re Meo» William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 
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CULHANE FILM STUDIOS, INC. 


Completed: Western Electric Co. (show 
opening), direct; U. S. Air Force (recruit- 
ing), EWR&R; Seeman Bros., Inc. (White 
Rose tea), Anderson & Cairns. 

In Production: Philadelphia Saving Fund 
Society (banking), Gray & Rogers; Vick 
Chemical Co. (cough drops), Morse. 
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ELEKTRA FILM PRODUC. 
TIONS, INC. 


Completed: S. C. Johnson Co. (show open- 
ing), B&B; California Oil Co. (Chevron 
gasoline), BBDO; Buick Motor Div. Gen- 
eral Motors Corp. (show opening), Mc- 
Cann-Erickson; E. I. du Pont de Nemours 
& Co., Inc. (carpets, fibers), BBDO; Im- 
perial Oil Ltd. (gasoline), MacLaren; Ford 
Motor Co. (cars), JWT; National Biscuit 
Co. (cookies, Milbrook bread), McCann- 
Erickson; Lever Bros. Co. (Lifebuoy, 
SSC&B; American Telephone & Telegraph 
Co. (show opening), Ayer; Rexall Drug 
Co. (show opening), BBDO; Sperry & 
Hutchinson Co. (S&H Green stamps), 
SSC&B; Thomas J. Lipton Co. (tea), Y&R; 
Socony-Mobil Oil Co. (Mobil Heat), Comp- 
ton; F. & M. Schaefer Brewing Co. (beer), 
BBDO; Radio Corporation of America 
(show opening), K&E; Standard Oil Co. of 
N. J. (institutional), McCann-Erickson; 
Bristol-Myers Co. (Vitalis), DCS&S; Col- 
gate-Palmolive Co. (Spree soap), McCann- 
Erickson; Buick Motor Div. General Motors 
Corp. (cars), McCann-Erickson. 

In Production: American Tobacco Co. 
(show opening), BBDO; Cambell Soup Co. 
(soup), BBDO; Boyle-Midway Co. (Wiz- 


| ard), JWT; General Electric Co. (show 


opening), BBDO; Clairol, Inc. (industrial), 
direct; Jantzen, Inc. (sales feature), Hocka- 
day; Capezio, Inc. (Slidefilm), Hockaday; 
Imperial Oil Ltd. (gasoline), Mac-Laren; 
American Motors Corp. (Rambler), GMM- 
&B; General Mills, Inc. (Kix), D-F-S. 


GRAY & O’REILLY 


In Production: Seabrook Farms (frozen 
foods), Smith-Greenland; American Oil Co. 
(gas), Katz; General Electric Co. (mixers, 
can openers), Y&R; Grove Lab. Div. Bristol- 
Myers Co. (4-Way tablets), CD&A; Block 
Drug Co. (Omega Oil), Gumbinner; 
Block Drug Co. (Poli-Grip), Grey. 


HUNN, FRITZ, HENKIN PROD- 
UCTIONS, INC. 

Completed: Buick Div. Gen. Motors Corp. 
(cars), McCann-Erickson; F. & M. Schaefer 
Co. (beer), BBDO; Avco Mfg. Corp. (Down 


‘ To Earth), Eastern Films; Atlantic Refin- 


a 


ing Co. (gasoline), Ayer; B. T. Babbitt Co, 
(various products), Brown & Butcher; First 
National Stores (show opening), John C 
Dowd; Labatts, Ltd. (Crystal Lager beer), 
Ellis; Ford Motor Co. (show opening), 
JWT; Beam Products, Inc. (bleach), 
Ketchum, MacCleod & Grove; National 
Dairy Products Corp. (Breakstone cheese), 
MLW&S; Quaker Oats Co. (Puss ’n Boots), 
Lynn Baker; National Biscuit Co. (Oreo 
cookies), McCann-Erickson; Doughnut 
Corp. of America (Icicle), McCann-Erick- 
son; Jersey Central Power & Light Co. 
(Wonderful Age of Electricity), Goold & 
Tierney; Joe Lowe Corp. (Popsicle), EWR- 
&R; Charles E. Hires Co. (root beer), 
Maxon. 

In Production: B. T. Babbitt, Inc. (various 
products), Brown & Butcher; Quaker Oats 
Co. (Puss ’n Boots), Lynn Baker; ABC-TY 
(Golden Circle), direct; Howard Stores 
Corp. (clothing), MLW&S; Nestle Co, 
(Nestea, show opening), McCann-Erickson; 
Coca-Cola Co. (Fanta), McCann-Erickson; 
Best Foods Div. Corn Products Co. (H-O 
oats), SSC&B; P. Lorillard & Co. (Kent), 
L&N; General Electric Co. (Xmas prod- 
ucts), Maxon; Best Foods Div. Corn Prod- 
ucts Co. (Nucoa), D-F-S. 


KLAEGER FILM PRODUC- 
TIONS, INC. 


Completed: National Carbon Co, 
(Eveready), Esty; Colgate-Palmolive Co. 
(Vel), L&N; Corn Products Co. (Niagara 
starch), L&N; Reynolds Metals Co. (Rey- 
nolds Wrap), L&N; Cluett, Peabody & Co. 
Inc. (Arrow shirts), L&N; E. I. Du Pont 
de Nemours & Co. (acrylic paint), Ayer; 
Procter & Gamble Co. (Tide), B&B; P. 
Ballantine & Sons (beer), Esty; Dow Chem- 
ical Co. (Saran Wrap), MacManus, John & 
Adams; Stokely-Van Camp, Inc. (pork & 
beans), L&N. 

In Production: Lever Bros. Co. (Airwick), 
FC&B; Vick, Inc. (cough syrup), Morse 
Intl.; Greyhound Corp. (bus), Grey; E. L 
Du Pont de Nemours & Co. (various prod- 
ucts), BBDO; R. J. Reynolds Tobacco Co. 
(Salem cigarettes), Esty; International 
Latex Corp. (Playtex products), Reach, Me- 
Clinton; Cluett, Peabody & Co., Inc. (Arrow 
shirts), L&N; Ideal Toy Co. (dolls), Grey; 


(Continued on page 80) 
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VICTORY AT LAST. Now that Sec- 
tion 315 of the Communications Act 
has been amended to liberalize the 
equal-time requirement, networks and 
stations are expected to take full ad- 
vantage of its benefits by increasing 
the number of news and panel shows, 
according to a spokesman for the Na- 
tional Association of Broadcasters. 

Liberated from the necessity of 
providing equal time to all political 
candidates, stations may now go 
ahead with plans to expand their cov- 
erage of not only strictly political 
events but perhaps many outstanding 
non-political news events with only 
minor political undertones, the spokes- 
man said. 

“Some stations were actually fear- 
ful of covering some legitimate news 
events in which a political figure ap- 
peared only incidentally, because of 
the equal-time law hanging over their 
heads,” he said. “The law had been 
interpreted in several ways by several 
courts, and the conscientious broad- 
caster never was quite sure of where 
he stood under the law.” 

The action of Congress in finally 
approving the amendment, thanks to 
effective lobbying by the NAB and 
key broadcasters, should remove the 
confusion once and for all. The com- 
promise language of the bill, adopted 
after a brief flurry of opposition on 
the Senate floor, spells out what shows 
are and are not exempted from the 
equal-time provisions of Section 315. 


PANELS EXEMPT. There was a 
sharp intramural exchange among 
Democratic Senators on the floor on 
whether panel shows such as Meet the 
Press and Face the Nation would be 
exempted under the compromise lan- 
guage. Senator Clair Engle (D-Cal.) 
said that tv and radio were the “last 
refuge” of Democratic candidates, 
who he said were given a “rough 
deal” by newspapers, and wanted to 
make sure that tv and radio stations 
could not “rig” panel shows along 
partisan lines under the exemption. 
Senator Engle was immediately 
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supported by Senator Spessard Hol- 
land (D-Fla.), who said that a panel 
might be loaded with “hostile ques- 
tioners” if such programs were given 
blanket exemption. He left no doubt 
that Democratic candidates would be 
the targets of the hostility. 

Senator John O. Pastore (D-R.I.), 
who carried the ball in the Senate 
for the broadcasting industry, as- 
sured both of his colleagues on the 
latter point. He said that the bill pro- 
vided safeguards by requiring that 
panel shows must be regularly sched- 
uled in order to meet the exemption 
provision of a “bona fide” news pro- 
gram. 

Senator Engle said he was not so 
concerned with the national network 
panel shows, where large audiences 
of various political faiths could make 
their own decisions on fairness of the 
programs. His major concern, he said, 
was the local panel program which 
popped up on tv from time to time 
during a political campaign. Such 
shows, he said, “can easily be rigged.” 


PROGRAM PROBE. While the 
broadcasting industry generally cele- 
brated its victory over Section 315, a 
recent speech by Federal Communi- 
cations Commissioner Frederick W. 
Ford raised anew the possibility that 
the commission might be more and 
more concerned in the future about 
tv programming in general. 
Addressing the West 
Broadcasters Association meeting in 
White Sulphur Springs, Mr. Ford ad- 
vocated that the FCC review its own 
policies with respect to programming 


Virginia 


requirements of licensees. He pointed 
out that the Blue Book of 1946, in 
which the FCC defined its program- 
ming policy, had been long outr ioded. 


“It has been my view for ~ long 
time that it is highly unfair for the 
commission to lie in ambush, so to 
speak, while practices are developing 
which violate its concept of the public 
interest, convenience and necessity 
and then make an example of an un- 


(Continued on page 82) 
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he received your message, 
and we're 
returning your call!”’ 


Response — response at the point-of-sale: 


that’s what you want when you advertise, Fr 
that’s what you get when you advertise in ' 

Television Age! And here’s why: Television \ x 
Age is 100% television. It talks television in = my 


the most comprehensive terms to the people 
who think of television as their prime busi- 
ness. It adds up to just one more good 
reason why Television Age means business 
for you. And so this fact is clear, if you 


are.in TV, you belong in Television Age. 
the climate is compelling 



























MICROWAVE PROGRESS. Two 
years ago this column reviewed the 
first offering of the shares of Micro- 
wave Associates, Inc., a small elec- 
tronics company jointly controlled by 
American Broadcasting - Paramount 
Theatres, Inc., and Western Union. 
Recently Microwave completed a sec- 
ond offering of 100,000 shares, and 
it’s interesting to see what changes 
have taken place in the Microwave 
picture in the interval. 

Microwave in 1958 reported sales 
of $4.3 million and profits of $640,- 
645, equal to 27 cents per share. In 
the first six months of its current 
fiscal year the company reported sales 
of $3,127,409 and profits of $822,124. 
Back in 1956 the Microwave volume 
was $2.3 million and its profits were 
$360,742. Obviously, then, Microwave 
has made some fancy progress in the 
intervening years. And the company’s 
stock has reflected that improvement. 
Originally launched at $7 per share, 
the stock has been split, and the latest 
offering, again made through Lehman 
Bros., went for $22 per share. 

In one sense, Microwave is typical 
of the tremendous boom that elec- 
tronic and scientific companies have 
enjoyed in the past few years along 
with the country’s great interest in 
the new era of scientific advance- 
ment. Unlike the hundreds of such 
companies that have jumped up, how- 
ever, Microwave has two strong god- 
parents, and both senior corporations 
have a live, vital interest in aiding 
and abetting the success of the little 
company. 


HIGHLY SPECIALIZED. The bulk 
of Microwave’s production is in sup- 
plying manufacturers of radar sys- 
tems with specialized components and 
accessories to control microwave radio 
energy. Most of Microwave’s custom- 
ers have prime contracts to design or 
produce a radar system. Some of the 
highly specialized techniques in pro- 
ducing subassemblies are usually sub- 
contracted to.specialists, and Micro- 
wave is ranked highly in this area of 
manufacture. 


Wall Street Report 
SS 


In a breakdown of its sales Micro- 
wave gave the following categories of 
output for 1958 and their percentages 
of total sales: 

Mangetron tubes—30 per cent. 

DuPlexer tubes and Ferrite devices 
—25 per cent. 

Microwave semiconductors—20 per 
cent. 

Microwave test equipment and 
Waveguide accessories—10 per cent. 

Research and development—5 per 
cent. 

Obviously, this whole production 
set-up is so closely geared to the U.S. 
military effort that were there to be 
any serious change in the political or 
military situation involving that ef- 
fort it could have serious results for 
Microwave. As of May 1, 1959, Mi- 
crowave had 524 active customers 
and a backlog of undelivered orders 
totaling $3,250,000. But 95 per cent 
of that total represents Government 
and defense-connected orders. Seven 
of the 524 customers accounted for 
70 per cent of last year’s volume in 
which the direct sales to Uncle Sam 
represented 23 per cent of the total. 

There is, of course, one other prob- 
lem that arises in sales direct or in- 
direct to Uncle Sam. Usually they are 
subject to renegotiation and price re- 


determination. 


CHANGE UNLIKELY. On the other 
hand, with or without the interna- 
tional political scene changing, it is 
unlikely that there will be an appre- 
ciable change in Government activity 
in the fields in which Microwave is 
involved. In fact, only recently some 
findings by the Naval Research or- 
ganization indicate that the use of 
radio waves to supply the U.S. with 
an even more sophisticated method of 
warning against missile attack or 
other methods of enemy offensive may 
be the solution to making the nation’s 
defenses as alert as possible. If so, 
there’s likely to be added emphasis 
on this area of Microwave’s activi- 

ties. 
One of the fields in which Micro- 
(Continued on page 82) 
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TELEVISION AGE 


any a top-flight timebuyer 
M prides himself on the fact that 
his buys are not made “by the num- 
bers,” but rather through prolonged 
consideration of type of audience de- 
livered, a station’s “prestige” in the 
market, merchandising factors, etc. 

Believing that these are the impor- 
tant points in setting a spot schedule, 
Television Advertising Representa- 
tives, Inc., selling for the Westing- 
house stations, tends to play down the 
value of fractional ratings. Under its 
“drop the decimal” program, all rat- 
ings submitted by TvAR to agencies 
are rounded off to the nearest whole 
number, Naturally, 17.5 becomes 18; 
but 18.4 is lowered to 18 as well. 

“Rounding off the figures,” said 
Larry H. Israel, vice president and 
general manager of the representative 
firm, “not only emphasizes the unim- 
portance of slight variations in rat- 
ings, but expedites the mechanics in- 
volved in timebuying.” 

To illustrate how the mechanics of 
buying were speeded, The Pulse, Inc., 
conducted a time-motion study which 
revealed a 26-per-cent saving in man 
hours required to provide data from 
rounded figures as against decimal- 
point figures. “Reducing the hours 
involved in working with ratings will 
enable media buyers and researchers 
to devote more time to examining 
other significant factors in spot cam- 


paigns,” said Robert Hoffman, TvAR 






a review of 
current activity 
in national 
spot tv 


director of marketing-research. 

“With a 20.0 rating,” he said, “you 
would need 17,700 interviews to 
achieve 90-per-cent certainty that a .5 
change in rating was statistically im- 
portant or accurate. This is a sample 
size beyond the scope of our rating 
services.” 

Mr. Hoffman also noted that 
rounded ratings would provide little 
opportunity for a bias in any direc- 
tion. The law of averages would strike 
a balance between ratings adjusted 
upwards and those adjusted down- 
wards. 

Among those applauding the TvAR 
move was E. L. Deckinger, vice presi- 
dent in charge of media for Grey 
Adv., Inc. “Ratings,” he said, “are 





Media buyer Jack Cummings at Mac- 
Manus, John & Adams, Inc., sets 
schedules for White Rock soda, 


Thomas’ bread and U. S. Air Force. 
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estimates to begin with, and as such 
contain a margin of error. To insist 
on working out ratings to the nearest 
decimal point . . . builds a false sense 
of security by implying a precision 
ratings do not possess.” 

Others who favored the plan were 
Dr. Sidney Roslow, director of Pulse, 
and a number of agency buyers and 
research people. TvAR hopes the rat- 
ing services, agencies, stations and 
other representatives follow its lead. 

As with many other ideas and sys- 
tems that might go to make the work 
of agency employes somewhat easier, 
the “drop the decimal” program will 
apparently have to gain the convic- 
tion of the advertiser before it is put 
into industry-wide use. While many 
other factors undoubtedly influence a 
spot buy, all too often an advertiser 
ignores the “extras” and picks station 
A because it reaches 10,000 more 
homes than station B—and it has the 
decimal-point to prove it. 


AMERICAN MOLASSES CO. 
(KHCC&A, N. Y.) 


This company produces GRANDMA’s 
molasses and has been largely a radio-user 
in the past. However, it has set a fall 
schedule of live minutes in a single 
southern rmarket—Norfolk—and was 
checking availabilities in a few others 
at press time. Beryl Seidenberg is the 
buying contact. 


AMERICAN MOTORS CORP. 
(GMM&B, N. Y.) 


A RAMBLER campaign is set to start 
Oct. 16 in the first 80 markets, with 
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KTVO is the only station 
serving America’s boom area... 
the area surrounding Ottumwa, 
Iowa and Kirksville, Missouri. 


OTTUMWA 
* 





* 
KIRKSVILLE 


MISSOURI 








KTVO serves 200,000 TV 
homes exclusively. 





KTVO serves this single- 
station market on clear channel 3 
with 100,000 watts power and a 
1101 ft. tower. 


KTVO 


© wa 


Offices: Ottumwa, Iowa 
Represented by: George P. Hollingbery Co. 
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primarily ID’s (and some 20's and late- 
night minutes) to run on Friday nights 
only for four weeks. Idea is to get people 
into showrooms on Saturday. This type 

of promotion was tried out last spring, 
apparently with good results. Betty 
Powell is the timebuyer. 


BEST FOODS, INC. 

(SSC&B, N. Y.) 

Activity was noted for H-O QUICK and 
INSTANT oats, with a small group of 
top—primarily northeastern—markets 
getting filmed day and night minutes. Last 
year’s campaign consisted of a six-week 
flight followed by a second in some 
markets after the holidays. Don Ross is 
the timebuyer. 


BLANTON CoO. 
(Direct, St. Louis) 


This manufacturer of CREAMO margarine 
is currently running spots in Little Rock 
and Shreveport, but plans a 26-week 
campaign starting Oct. 1 in 10-15 
important markets in Missouri, Oklahoma, 
Arkansas and Louisiana. Filmed minutes 
in frequencies of two or three per week 
will run. Ed Threlkeld, advertising 
director, places the schedules direct. 


MILTON BRADLEY CO. 
(Noyes & Co., Inc., Providence) 


Holding to its plans as announced here 
last April 20, this maker of games will be 
using spot schedules in the top 15 markets 
—New York, Chicago, Philadelphia, 

St. Louis, Dallas, Los Angeles, San 
Francisco, Seattle, Pittsburgh, etc. The 
placements begin about mid-November and 
run until Christmas, with filmed minutes 
set both in kid shows and time slots to 
reach a family audience—movies, early 
evening, etc. In addition to the campaign 
on nine child-slanted games which will 
generally include daily spots, Chicago 
and San Francisco will each get a special 
20-announcement push on a new game 
called RACK-O that can be played by 
adults. Tv-radio director Henry Hart 

is the contact. 


BROWN & WILLIAMSON 
TOBACCO CORP. 


(Ted Bates & Co., Inc., N. Y.) 


Following the BELAIR activity noted here 


Personals 


HOWARD BENNETT has joined 
the Chicago office of N. W. Ayer as 
media supervisor. He was formerly 
associate media director at Baker, 
Tilden, Bolgard & Barger, same city. 


ALEX OSTFELD has been ap- 
pointed media director and director 
of research at Frank Block, St. Louis. 


MARJORIE ABERG, formerly a 
media director at Wentzel, Wainright, 
Poister & Poore, Chicago, has joined 
Don Kemper that city in the same 
capacity. 
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William J. (Bill) Ferguson joined 
SSC&B recently as timebuyer on 
Block Drug Co., Silver Dust Blue and 
S&H Green Stamps. 





Aug. 10, the agency is setting schedules 
in a group of top markets to start next 
month and continue through June °60 
for LIFE, another new cigarette. 
Nighttime minutes, 20’s and ID’s will be 
used. Ted Powell is the buying contact. 


CALIFORNIA OIL CO. 
(BBDO, N. Y.) 


About the middle of this month, a four- 
week campaign on CHEVRON gasoline got 
under way in this company’s usual 
marketing area—the east coast from 
Maine to Virginia. About 20 major markets 
run schedules of animated nighttime 
20's. Trow Elliman is the timebuyer. 


COLGATE-PALMOLIVE CoO. 
(Lennen & Newell, Inc., N. Y.) 

A fall campaign was reported set for AD 
detergent in top markets, with about 10 
weeks of daytime minutes and 20’s starting 
late this month. Bud Sawyer is the 
timebuyer. 


COLGATE-PALMOLIVE CO. 
(Street & Finney, Inc., N. Y.) 

Some buying was still on at press time 
for the fall SUPER SUDS campaign 
reported here Aug. 10, in which about 25 
top markets get 13-week placements of 
day and night minutes. In addition, 
FLORIENT room deodorant was active in 
several major areas, with daytime 20's 
being set for 10-week runs starting about 
issue date. Ty-radio director Helen Thomas 
is the Super Suds contact; Elenore 
Scanlan buys on Florient. 


COTY, INC. 
(BBDO, N. Y.) 


Following the pattern it’s been using 
since early spring, COTY again is setting 
brief schedules in major markets to kick 
off Oct. 5. The four-week placements 
include both day and night minutes and 
20’s on various cosmetic items. Bob Wilson 
is the timebuyer. 


DREYFUS & CO. 
(Doyle Dane Bernbach, Inc., N. Y.) 


This advertiser returns about issue date 
to its usual pair of markets—New York 
and Los Angeles—with about 16 weeks of 
evening and night minutes, 20’s and ID’s. 
Expansion to other markets is somewhat 
improbable, as it’s interested in high-finance 
centers only and also has certain franchise 
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Letters of GOOD WILL— 
34 years in building— 
a productive PLUS for 
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arrangements which must be considered. 
Otis Hutchins is the timebuyer. 


EUREKA WILLIAMS CORP. 
(Earle Ludgin & Co., Chicago) 
This maker of vacuum cleaners tested in 
tv last year with brief placements of filmed 
| minutes in about five major markets. 
Its pre-Christmas activity this year has 
been expanded to include nighttime minutes 
in New York, Boston, Los Angeles, 
Philadelphia, Detroit, Chicago, St. Louis 
and San Francisco, among others. 


EXEC PRODUCTS INC. 

| (Charles W. Hoyt Co., Inc., N. Y.) 

| This firm has a new item called EXEC 

| PASTE PEN which it intends to test via 
spot in a few markets within the next 
month. Filmed minutes and 20’s have been 
prepared for the brief test schedules, but 
any large-scale activity will have to 
wait until distribution is set in additional 
markets. The product releases a drop of 

| glue at a touch for pasting photos, 
cards, albums, etc. Doug Humm is the 

| buying contact. 


| FORMFIT CO. 


| (MacFarland, Aveyard & Co., 
Chicago) 


| A 13-week campaign begins about issue 
date in a small group of markets of various 
sizes (Denver, Los Angeles, etc.) for 

| SLEEX girdles. Filmed minutes in day 

| and night slots will run, with the agency 

| reporting the spots are tasteful enough 
for inclusion in any kind of programming. 

| A planned expansion of schedules is in 

| the works for 1960 if sales results 

| warrant. Chief timebuyer Esther Andersen 
is the contact. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


| The new “adult” cereal from this concern 

| —HEART OF OATS—was reported as 
expanding out of its initial test markets 
—Albany and Davenport—into a few 
other areas. Day and night filmed minutes 
are set. Dick Gershon is the timebuyer. 


GENERAL FOODS CORP. 
(Foote, Cone & Belding, Inc., N. Y.) 


Both CALUMET baking powder and 
MINUTE potatoes at FC&B are currently 
active. The baking powder starts its 
fall schedules in its usual southern markets 
about issue date and will continue for 
13-26 weeks. It uses minutes in daytime 





are also going into selected markets 
across the country for the instant potatoes. 
| Dick Pickett and Pete Bardach buy on 
Calumet and Minute, respectively. 


HASSENFELD BROS., INC. 
(Grey Adv. Agency, Inc., N. Y.) 


This maker of HASBRO toys kicks off 

its fall campaign in 38 top markets at 

issue date. The schedules will run until 

the day before Christmas, with filmed 

minutes set in kid shows of all types. 

Average frequency is 20 spots per week 
| per market. Mal Ochs is the timebuyer. 





Adv., 


serves as assistant buyer on a num- 


At Compton George Newi 


ber of video-active accounts. 





Agency Merger 


John W. Forney, Inc., four-year- 
old Minneapolis agency, acquired 
the office in that city of Bruce B. 
Brewer & Co., raising billings to the 
$4-million 


moving to Forney is Cargill, Inc., 


mark. Among accounts 


which uses broadcast for its Nutrena 
feeds. (Not 
action was the home office of the 


involved in the trans- 


Brewer agency in Kansas City.) 
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women’s programs. Day minutes and 20's | 


41 East 42nd Street 


Major League 
Baseball Presents” 





SOLD 


in 
Boston 


WBZ-TV 


WORLD-WIDE TELEVISION SALES CORP. 


New York 17, New York 
MUrray Hill 7-3180 
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WWL-TYV. .. new 
NEW ORLEANS 
FAVORITE 


The New Orleans television trend is all in favor of WWL-TV, 
a two-year-old ‘‘upstart’”’ on the local scene. 


You want a station that delivers the audience today and 
tomorrow—that’s WWL-TV. 


Sunday thru Saturday 
WWL-TV Station B Station C 





% % % 
July Nielsen 6-9 p.m. 42 42 15 
9-midnight 47 43 8 
July ARB 6-10 p.m. 40.3 42.3 16.4 
10-midnight 46.8 45.3 8.3 


Your Katz man will tell you about the New Orleans trend. 


oWWI-TV 


NEW ORLEANS 
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HEKMAN BISCUIT CO. end of this month. Among areas to be 

’ ES used are Charlotte, Greenville, Asheville 
(George H. Hartman Co., Chicago) and Spartanburg. Primarily daytime 
spots are used to promote the fabric- 
mender glue. Media director Elizabeth 
Parsons is the contact. 


This company’s line of saltine crackers 
will be promoted via spot throughout 
September and October in major Michigan 
and Ohio markets. Chief timebuyer 

Jean Seaman is the contact. 


INTERNATIONAL MILLING CO. 





oe a ’. Kastor & Sons Adv. Co., Inc., 
HOUSEHOLD RESEARCH (H.W. Kastor & Sons Adv. C 
CORP. Chicago) 
(Bennet & Northrop, Inc., Boston) A variety of schedules for ROBIN HOOD Marking his 25th anniversary as a 

, flour get under way this month and in . zi : / 

A relatively new product, SQUEEZ-A- the coming weeks, with some placements Peters, Griffin, Woodward colonel 
STITCH, has run some limited spot for as long as 39 weeks and others as executive vice president, Russell 
schedules in the past with “highly short as three weeks—depending on the Wood Fait : 
successful” results and will set two weeks markets and sales objectives. The product’s oodward (c.) is shown with other 
of filmed minutes in Carolina markets the territory covers Wisconsin, most of executives of the company, PGW 


president Preston Peters (l.) and vice 
president and director of television 
Lloyd Griffin (r.). Mr. Woodward 
joined the firm in September 1934, 


Michigan, Indiana, and parts of Illinois, 
Georgia and a few other states. Timebuyer 
e,?) Naida McLain and account executive 
1 By i i Harvey Mann are the contacts. 


KAYSER-ROTH HOSIERY 


; . CORP. 
the All New Look in Yakima (Daniel & Charles, Inc., N. Y.) 
The activity noted in a July 27 Tele-Scope 


ala aL / item on SUPP-HOSE stockings has 


what's new in Yakima? 












begun to materialize, with schedules 
kicking off next week in some 21 major 
markets. Daytime minutes will run for 
seven weeks and longer in certain areas. 
Media director Bernice Gutmann 

is the contact. 


KITCHENS OF SARA LEE, INC. 
(Cunningham & Walsh, Inc., 
Chicago) 

Spot schedules on a combination of 37 

tv and radio stations in selected markets 
across the country will support a drive 
starting about issue date on two new butter 
cakes from this firm. Network is being 
used currently to introduce the cakes, 


Se 


“GIANT OF THE COLUMBIA BASIN EMPIRE” with that medium and spot providing the 


“strongest tv advertising schedule” in 
the company’s history. Filmed minutes 
in primarily daytime slots will run. 

Now you can tell your sales message to ere Executive vice president Ivan Hill 


is the contact. 





% 171,500 people, anxiously waiting to watch this 
channel when it goes on the air in October. 
A that has over $252,840,000 i 
* besbaninaents. William Stubbs, tv sales manager 
for the Atlanta office of Peters, Grif- 
fin, Woodward, Inc., was named an 


Rep Report 


% An audience that spent $195,352,000 last year 
in retail sales. 


assistant vice president of the repre- 
sentative firm. He has been with PGW 
since 1953, folowing six years with 
"4 N D @) " 4 A N ) @) ied IT B FETT . R Liller, Neal, Battle & Lindsey, Ine. 


Jim Hoel, formerly national sales 


A minimum of duplication with realistic rates! manager for WTCN-TV Minneapolis, 
was appointed to the position of ac- 


CALL WEED TELEVISION —National Representative count executive at NBC spot sales i 
Top ABC Show Adjacencies Available NOW! Chicago. 
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WSYR-TV 
WSYE-TV 


DOMINATES CENTRAL NEW YORK 


WSYR-TV ALONE DELIVERS 44,287 MORE HOMES 
THAN ITS COMPETITOR 
* 
WSYR-TV AND ITS SATELLITE, WSYE-TV, DELIVER 
73,089 MORE HOMES THAN ITS COMPETITOR 








. Watertown 


Rochester @ : 
WSYR-TV 
SYRACUSE, N.Y. 


e@Cortland 





SYRACUSE, N. Y. 
ws ’ R : ® T Vv OT eee ie 4 


NBC Mee cir i - Plus WSYE-TV channel 18 


iete cot aw WES aa! 
Affiliat AA SRR a ELMIRA, N. Y. 


Get the Full Story from HARRINGTON, RIGHTER & PARSONS 
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KNOMARK MFG. CO., INC., 
Div. Revlon, Inc. 

(Mogul Williams & Saylor, Inc., 
Ry Od 


Last week saw the kick-off of ESQUIRE 
shoe-polish schedules in a great many 
markets, with day and late-night minutes 
running for 10-12 weeks. Ed Tashjian 

is the timebuyer. 


LIGHTOLIER, INC. 


(Alfred Auerbach Associates, Inc., 
N. Y.) 


As noted here June 29, this company is 


making its initial entry into spot tv 

with a three-week schedule that began 
running last week on KYW-TV and WJW-TV 
Cleveland. Filmed minutes in morning 
and afternoon slots are being used to 
reach students and parents who might be 
in the market for desk lamps. If the test 
results warrant, additional markets may 
be added. Media buyer Warren Osterwald 
is the contact. 


McKESSON & ROBBINS, INC. 
(Dancer-Fitzgerald-Sample, Inc., 

1 ie 

As it did last spring, KESSAMIN reducing 


aid is set to blanket major markets all 
across the country with a two-week push 






































YOU,CANT. PLA 


Sse wy 


ii eovenonecn 











But that’s 
“can-do” station. 
Johnstown-Altoona area . . . 


all week. 
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if teatly 2 a of the keys are missing 


exactly the case when you neglect to buy 
~WJAC-TV in the Johnstown-Altoona area. WJAC-TY is the 
We are talking here about the entire 


from sign-on to sign-off ... 


WJAC-TV...1st in the Johnstown-Altoona Area 
TOP 30 SHOWS ON WJAC-TV 


Johnstown-Altoona Trendex, Feb., 1959 


CLINTON 


CLEARFIELD a 
\ r 
— 
ARMSTRONG / meneaaen 


IND | - ( 
CAMBRIA fomsoonyonnom \ 
z ae 5 
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HARRINGTON, RIGHTER, & PARSONS, INC. 












WJAC-TV's station share of 
audience, 71.9, is almost three 
times greater than the 28.1 
| recorded by Station B. This is 
proof that WJAC-TV really 
delivers the viewing audience-- 
all the time--in the Johnstown- 
Altoona area. The leader is 
WJAC-TV . . . the station 
preferred by the TV public. 
(Figures from ARB, Nov., 
1958.) 





‘JOHNSTOWN - CHA 
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William C. King Jr. 


named vice president for engineer- 


(l.) has been 


ing, and Lawrence W. Kliewer (r.) 
president for 
Norfolk, it has been an- 


Thomas P. Chisman, 


president and general manager. 


vice 


WVEC-TV 


operations of 


nounced by 





of day and night minutes, 20's and ID's. 

If the spring plan is followed, a second 
and third flight may run after a brief 
hiatus. Media supervisor Tom Hollingshead 
is the timebuyer. 


MISSION PAK CO. 

(Stanley Pflaum Associates, Beverly 
Hills) 

As usual at this time of year, this packager 
of California fruits is setting saturation 
frequencies in Los Angeles, San Francisco 
and a few other California markets for 


a four-week drive to start Nov. 15. Total 
budget for tv and radio is $350,000. 


MYSTIC ADHESIVE 
PRODUCTS, INC. 

(George H. Hartman Co., Chicago) 
A fall campaign consisting of ID's for 
MYSTIC TAPE runs in 27 markets, with 
starting dates staggered from mid-Septem- 
ber through October. Filmed spots in 
day and night times go for six to 10 
weeks. The drive is similar to those in 
the past which have used the tape’s 22 
basic markets, plus several for test 
purposes. Justie Eckersley is the 
timebuyer. 


NATIONAL CARBON CO. 
(Wm. Esty Co., Inc., N. Y.) 
Prefacing the fall campaign on PRESTONE 


anti-freeze which is due to start late 
this month in top markets (Spot Report, 
Aug. 24), PRESTONE car polish has 
been running two-week schedules of night 
minutes in selected markets. Naturally, a 
male audience is aimed for. Jack Nugent 
is the timebuyer, along with Dick Olsen. 


PETER PAN FOUNDATIONS, 
INC, 


(Ben Sackheim, Inc., N. Y.) 


Largely as a result of the effectiveness of 
video during a campaign last spring (as 
reported in Tv AGE Aug. 10), this 
advertiser is contemplating a drive in a 
small group of top markets either late this 
fall or early next spring. At press time, 
avails were being checked, but a definite 
program was not yet laid out. Dick 
Goldsmith is the timebuyer. 








.) 

$ Competitors say, “It can’t be done!” 

in, Frank Headley of H-R Television, Inc. says, “I think it can be done!” 
Ollie Treyz of ABC says “‘It might be done!” 

“a Ashley L. Robison of WHYZ-TV says, “IT WILL BE Done!!” 

! and backs his contention with $5,000 in prizes. 

ad WHAT DO YOU THINK? 

rly 

ger 

- 

otal 





“s, DOLLARS SAYS WE CAN BEAT THE ODDS! 














. WHYZ-TV DULUTH BETS 5,000 DOLLARS IT BEGINS OPERATION IN SEPTEMBER 
s. All Timebuyers and Media Executives Eligible for Prizes 
in Airdate Contest. Win vacations to Bermuda — Las Vegas — 
Florida and valuable merchandise prizes. RULES: 1 All agency timebuyers, account executives and their 
assistants may enter the contest. 2 Fill out coupon below. 3 You may enter as many times as you like, but please 
use a separate post card or letter for each entry. 4 List the date, hour, minute and second between Sept. 20th and 
28th, inclusive, you think WHYZ-TV will hit the air with its test pattern. 5 Keep a record of your estimate. 6 Run off 
INE for ties. 7 Decision of judges final. Winner will be announced in the trade papers. 8 Mail entry to: WHYZ TV 
= 
rt, 
cht CHANNEL 10 316,000 watts BASIC ABC National Representative: #@® FIR retevision. inc. 310 W. 12 Street 
ty DULUTH. MINN. 
isen. CLUES—THEFOURWALLS [TEAR OFF AND MAIL “y = oe 


FOR THE CENTER PORTION 
OF THE BLDG. FOR THE 
. TRANSMITTER AND PRO- 
Ys JECTION ROOM ARE 
ERECTED. ROOF COM- 
PLETED SEPTEMBER 2, AND 
FLOOR POURED SEPTEM- 
BER 4. SCHEDULED DELIV- 


; MY ESTIMATE FOR THE TIME OF THE FIRST TEST PATTERN TELECAST ON WHYZ-TV 
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1 
3s of ERY — GENERAL ELECTRIC 
te FULL POWER 316,000 WATT DATE_________-__.1959, HOUR AND MINUTE A.M P.M. SECOND____ 
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TRANSMITTER, SEPTEMBER 
10, 1959. GENERAL ELEC- 
a TRIC STUDIO Te ieee’ 
this SEPTEMBER 1959. 
1e. STAINLESS 800 no TOWER 
ene INSTALLATION TO BEGIN 
nite SEPTEMBER 10TH. MICRO- 
WAVE INSTALLATION BE- 
GAN AUGUST 28, 1959. 
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“Major League 
Baseball Presents” 


J 





SOLD 


in 
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KPHO-TV 


WORLD-WIDE TELEVISION SALES CORP. 
41 East 42nd Street 
MUrray Hill 7-3180 


Sc 


Pett) 


New York 17, New York 





Agency Changes 

A number of multi-million-dollar 
account shifts took place within recent 
weeks, the latest (at press time) being 
the move of Lipton’s teas from Young 
& Rubicam, Inc., to Sullivan, Stauffer, 
Colwell & Bayles, Inc. Billings in- 
volved are placed at $3-4 million. 
Y&R will continue to handle the Lip- 
ton soup-mix line after SSC&B takes 
over the regular and instant tea busi- 
ness next month. 

Some $12 million in billing left 
Kenyon & Eckhardt, Inc., when Radio 
Corp. of America moved its account 
to J. Walter Thompson Co. Then, 
solving what could have been a ma- 
jor intra-agency conflict, Sylvania 
Electric Products, Inc., shifted its $5- 
million account from JWT to Kudner 
Agency, Inc. The latter move was 
somewhat expected, as Kudner al- 
ready held General Telephone Co., 
which merged last spring with Syl- 
vania. 

Kudner, making a strong recovery 
after the loss of some major accounts 
in recent years, also added the tv- 
radio advertising of Renault, Inc., 


. THE “SECRET INGREDIENT’ OF SUCCESSFUL ADVERTISING 


CAMPAIGNS . . 





66 September 21, 1959, Television Age 


olllobi musical enterprises, inc. 
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. HAPPY SONGS CREATED FOR YOU BY... 






59 EAST 54 STREET 
NEW YORK 22, N.Y. 
MURRAY HILL 8-3950 





Needham, Louis & Brorby, Inc., will 


continue to handle the auto importer’s 
print advertising. 

Another foreign-car maker, Volvo 
Import, Inc., appointed Anderson & 
Cairns, Inc., as its agency, succeeding 
Advertising Agencies, Inc. 

More than $1 million in billings 
of the Minute Maid Corp.’s Hi-C 
drinks division was awarded to Dan- 
cer-Fitzgerald-Sample, Inc. The ae. 
count had been at Reach, McClinton 
& Pershall, Inc., Chicago. 


Announcement is expected shortly 
of a new agency to replace Compton 
Adv., Inc., on the $2-million Knicker- 
bocker beer account of the Jacob Rup- 
pert Brewery. Nationwide Insurance 
Co. is also looking for a successor to 
the Ben Sackheim Co. on its $1.5- 
million account. 

The Chicago office of JWT added 
the account of Oscar Mayer & Co., 
meat procesing firm, which was for- 
merly handled by Baker, Tilden, Bol- 
gard & Barger, Inc. 

Hume, Smith, Mickelberry, Inc., 
Miami, was awarded the account of 
Pharmacal Co., 
Eye-Gene eye drops, Ennds deodoriz- 
ing tablets, etc. Donahue & Coe, Inc., 
New York, keld the business previ- 
ously. 

A $600,000 budget for 1960 was 
announced by Flexees, Inc., with the 
notification that it had shifted its ac- 
New York, 


to Doner & Peck. The company manu- 


Pearson makers of 


count from Durand Adv., 


factures swimsuits and foundation 


garments. 





PLANTERS NUT & 
CHOCOLATE CO. 


(Don Kemper Co., Inc., N. Y.) 


Filling out the information noted here 
Aug. 24 on this account, its fall campaign 
starts late this month for eight-wee 

runs of minutes in kid shows and daytime 
housewives’ programs in Cleveland, Pitts- 
burgh, Buffalo, Norfolk, Minneapolis, 
Wilkes-Barre, Chicago, Washington, 
Indianapolis, Dayton, Columbus, 
Cincinnati and one or two others. Both 
PLANTER’S peanut butter and cooking 
oil will be promoted. Media director 
Adna Karns is the contact. 


PROCTER & GAMBLE CO. 
(Gardner Adv. Co., St. Louis) 
The middle of this month was the kick-off 


date for a fall campaign on DUNCAN 


HINES special baking mixes in more 


than 100 markets. For the first time, the 
New England area is included in the buy, 
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with other activity in the middle Atlantic 
and greater midwestern regions. Buttermilk 
and blueberry pancake and muffin mixes 
will be featured in film minutes in 
daytime and late-night slots. Account 
executive John Davidson and timebuyer 
Pat Schinzing are the contacts. 


PROCTER & GAMBLE CO. 
(Grey Adv. Agency, Inc., N. Y.) 
Having just been awarded the IVORY 
FLAKES account a short time ago, the 
agency moved swiftly to set new schedules 
of day and night minutes and 20's in 
selected markets. Mal Ochs is buyer-of- 
record on Ivory, although chief timebuyer 
Ken Kearns helped set the initial 
campaign. 


PROCTER & GAMBLE CO. 
(Young & Rubicam, Inc., N. Y.) 

A new deodorant soap from P&G, DAWN, 
is reported as beginning schedules of 

day and night minutes in a few selected 
top markets. As customary, the placements 
will run through the company’s contract 
year. Catherine Brostrom is the timebuyer. 


RAYCO MANUFACTURING CO. 
(Mogul Williams & Saylor, Inc., 
N. Y.) 

As noted here Aug. 10, RAYCO is 
interested in 15-minute “prestige” 
programs in the news category in certain 
top markets. In addition, it’s kicked off 
the regular fall spot campaign in 50 
markets over 53 stations and is using a 
total of 260 filmed minutes weekly. 
Lynn Diamond is the timebuyer. 


SAWYER BISCUIT CO. 
(George H. Hartman Co., Chicago) 


Early this month, the first of two four-week 
flights got under way for SLIM saltines 

in five or six medium-sized and smaller 
markets (such as Gary, Ind.). A two-week 
hiatus will follow early next month before 
the second flight runs. Saturation-type 
schedules are being used. Chief timebuyer 
Jean Seaman is the contact. 


JOSEPH SCHLITZ BREWING 
co. 


(Grant Adv., Inc., Chicago) 
OLD MILWAUKEE beer, which was 


introduced last spring and has been 
covering Michigan this summer with 
“Operation ID,” will continue the 
campaign for another 13 weeks or so. 
Some 14 stations running 12 spots per 
week will carry on until year-end, primarily 
using ID’s—with some 20's and minutes— 
in prime-time slots. Mary Alice 

Crisafulli is the timebuyer. 


SEABROOK FARMS, INC. 
(Smith/Greenland Co., N. Y.) 


About a dozen major markets are 

getting new fall schedules for this firm’s 
line of frozen foods. Placements of 
daytime filmed minutes begin about issue 
date and run as long as 20 weeks, 
depending on the market. Frequency is 
about six spots per week. Media 

director Les Towne is the contact. 


SOUTHWESTERN BELL 
TELEPHONE CO. 
(Gardner Adv. Co., St. Louis) 


A week ago this company began a 
campaign to run through the end of the 









Another thriller-diller from WJRT— 






“All fours, Ponsonby?” 


“Stop hounding me, Chief. 
I’m making like WJ RT —the 
single-station way to pounce 


on Flint, Lansing, Saginaw 
and Bay City.” 





Time-buyers’ best friend: WJRT, the easiest way 
known to round up Flint, Lansing, Saginaw and Bay City. 
And the most efficient way, for this single-station buy 
reaches all four mid-Michigan metropolitan areas with a 
grade “‘A”’ or better signal. No more hit and miss propositions! 
WJRT puts you on location with penetration from within. 
If your market includes Flint, Lansing, Saginaw and Bay 
City, WJRT’s single-station approach is your corner. Try it 
on for size. See how success becomes you in mid-Michigan. 


Pee | 


CHANNEL ff) 6°") FLINT 


ABC Primary Affiliate 


Represented by HARRINGTON, RIGHTER & PARSONS, INC. 
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YOU CAN'T | 
TOP THIS — 
ARB! 



























KTRE-TV, Lufkin, Texas, latest | 
ARB reveals a 98.5% share of | 
audience Monday through Sun- | 
day. 


The Lufkin-Nacogdoches Market | 
is yours completely wrapped up | 
when you buy KTRE-TV—your di- 

rect route to 65,000 tv families. | 
| 
This is a vital market in East | 


Texas. 


KTRE-TV 


Lufkin, Texas 


Channel 9 


RICHMAN LEWIN 


Vice President & General Manager 


Represented by 


Venard, Rintoul & McConnell, Inc. 
Southwest: Clyde Melville Co., Dallas 
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Young & Rubicam Timebuying Assignments 
(Department of Media Relations and Planning) 


Vice president & director: William E. Matthews. 

Associate directors: Warren Bahr, Frank Coulter, George Leithner, Joseph 
St. Georges, Henry Sparks. 

Media account supervisors: Kay Brown, Robert Gleckler, James Scala, 
Frank Grady, Rod Holbrook, Thomas Lynch, Russell Young, Thomas 
Comerford, William Dollard, Charles Buccieri, Seymour Drantch. 

Associate director & administrative officer: Kirk Greiner. 

Manager spot coordination unit: Raymond E. Jones Jr. 

Associate director, manager outdoor & trans. div.: C. Thomas Skelton. 

Business manager: Richard D. Campman. 


Senior buyers: Gene Grealish, Steve Semons, John Flournoy, Vance Hicks, 
Joseph Raffetto, Art Jones, Art Meagher, James Stack, Justin Gerstle, 
Robert Kowalski, Joseph O’Brien, Lorraine Ruggiero, Joseph Ostrow, 
Marcia Roberts, Thomas Viscardi. 

Media buyers and media service: Ann Jacknowitz, Polly Langbort, Clare 
Muldoon, Ann Purtill, Thomas Scherm, Tony Egan, Ed Goldman, Mary 
King, Dolores Kreisbuch, John Warner, Bette Ruth White, Neal 
Schneider, Bill Dwyer, Gen Hurley, Eleanor Paulsen, Ricky Sonnen, 
Gene Camerik, Marie Fitzpatrick, Donn Hinton, Edith Johnson, Marie 


Mooney, Bruce McEwen, James Savage, Catherine Brostrom, Bill Fergu- 

son, Clara Haber, Katherine Hoppe, Frank Moran, Don Procter, Al Ward. 

AMERICAN AIRLINES: Hinton-Fitzpatrick. AMERICAN HOME FOODS; Chef 
Boy-Ar-Dee Foods: Jones-Paulsen; Chiquita Mashed Bananas: Stack; Dennison Divi- 
sion: Sonnen. BEECH NUT-LIFE SAVERS; Beech Nut Baby Foods, Gum: Fitz- 
patrick; Life Savers, Pine Bros.: Kreisbuch. BORDEN CO.; All-Borden Farm Food, 
Industrial Products Division: Meagher-Sonnen; Instant Whipped Potatoes: Gerstle. 

BRISTOL AIRCRAFT: O’Brien. BRISTOL-MYERS; Bufferin: Ostrow-Ward- 
Moran; Sal Hepatica: Viscardi; Vacuettes: Haber; Vitalis: Moran; (professional 
medical advertising: Brostrom). CLUETT-PEABODY, Sanforized Div.: Fitzpatrick. 
DICTAPHONE CORP.: Raffetto-King. DRACKETT CO., Drano, Twinkle, Vanish, 
Windex: Procter. DRAKE BAKERIES, cakes, cookies: Hicks-Kreisbuch. ESTER- 
BROOK PEN: Gerstle-Fitzpatrick. ETHYL CORP.: Stack. J. H. FILBERT INC. 
margarine, mayonnaise: Hicks-Kreisbuch. GENERAL CIGAR; Robt. Burns, cigars 
& cigarillos, Van Dyck cigars; Meagher-Paulsen; White Owl cigars, Wm. Penn Cigars: 
Viscardi-Ward. GENERAL ELECTRIC; Housewares & Radio Div.: Hicks-Kreisbuch; 
major appliances: Meagher-Dwyer; dishwashers & disposals: Dwyer; tv sets: Jones. 

GENERAL FOODS; F. Baker Coconut: Muldoon; Birds Eye: Purtill-Muldoon; 
corporate: Semons-Scherm; Dream Whip: Purtill-Goldman; G. F. Kitchens: Jack- 
nowitz; Gourmet foods: Goldman; Horizon Foods: Grealish-Langbort; Jell-O Gelatin, 
Instant Puddings, Pudding & Pie Fillings: Semons-Egan; Jell-O Chiffon Pie Filling, 
Tapioca: Egan; laundry products: Scherm; Minute Rice: Purtill-Muldoon; Minute 
Tapioca: Muldoon; Pectins: Langbort; Postum: Jacknowitz; Sanka: Semons-Egan; 
Swans Down Cake products: Purtill-Goldman; syrups: Grealish-Jacknowitz; Tang: 
Langbort. GOODYEAR TIRE: Flournoy-White. GULF OIL CORP.: Warner. 

HENREDON FURNITURE: Jones. INTERNATIONAL SILVER CO.: Raffetto- 
King. JOHNSON & JOHNSON INC.; baby products & surgical dressings: Kowalski- 
O’Brien; Tek Hughes brushes: Kowalski. LEHN & FINK PRODUCTS CORP., Tussy 
Cosmetiques: Ruggiero-Mooney. LePAGE’S GLUES: O’Brien-Kowalski. THOMAS J. 
LIPTON INC.; soups: Kowalski-Mooney; instant tea: Mooney; tea: Ruggiero. MAN- 
UFACTURERS TRUST CO.: Meagher-Hurley. METROPOLITAN LIFE INSUR- 
ANCE CO.: Flournoy-White. MOORE McCORMACK LINES: Jones-Sonnen. NA- 
TIONAL SUGAR REFINING CO.: Stack. NORCROSS Inc. (greeting cards): 
White. PERMACEL INC., Bondex: O’Brien. PERSONAL PRODUCTS CORP., 
Modess, Serena: Semons-Scherm. PIEL BROS. BEER: Procter. 

PROCTER & GAMBLE: corporate: Brostrom; Cheer: Roberts-Hoppe; Spic and 
Span: Ostrow-Greenbergz. REMINGTON RAND DIV.; electric shavers: Warner. 
ROYAL TYPEWRITERS: Ruggiero-Johnson. SEAGRAM & SONS INC., Four Roses 
Co.: Jones-Hurley; Kessler Div.: King. SIMMONS CO.: Hurley. SINGER SEWING 
MACHINE CO.: Raffetto-King. A. G. SPALDING & BROS.: Flournoy-White. TIME 
INC.; corporate: Bahr; House & Home: Hoppe; Life: Haber; Sports Illustrated: 
O’Brien; Time: Purtill. TRAVELERS INSURANCE CO.: Paulsen. YOUNG & RUBI- 
CAM INC.: Greiner-Brostrom. 
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Buyer Profile .... . 


here will be many things that 

Bernie Shlossman will forget in 
his lifetime. He will not, however, for- 
get the height of the KTVI tower. The 
number 1,649 is firmly embedded in 
his memory, as firmly as 824 $2 bills 
were embedded in a certain cake of 
ice. 

At a recent New York party given 
by the St. Louis station, Blair-Tv, as 
a promotion gimmick, had Miss KTVvI 
draw a name from among all the 
media people invited. Mr. Shlossman 
of Benton & Bowles was chosen. He 
was presented with a box which con- 
tained an ice-pick wrapped in a single 
dollar bill (the 1,649th foot of the 
tower.) A block of ice which con- 
tained the remaining $1,648 was 
brought forth. As Mr. Shlossman so 
succinctly puts it: “When I got to it, 
it was a little wet, but usable.” 

Mr. Shlossman was born in Jersey 
City, N. J. He was graduated from 
New York University, served four 
years in the Navy, was discharged as 
a lieutenant, and did post-graduate 


- « « BERNIE SHLOSSMAN 





work at the Harvard Graduate School 
of Business Administration. Now mar- 
ried, he lives in Flushing, New York, 
and has two children—a boy, age 
four, and a girl, age one. 

He joined B&B in June 1958. When 
not engaged in winning large amounts 
of $2 bills, he is timebuyer, with Paul 
Roth, on Tide, an account which “bills 
$11 to $12 million annually.” 

In answer to the $1,649 question, 
Mr. Shlossman happily declares that 
he and his wife “would like to take 
part of it, and just go out and spend it 
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year in support of YELLOW PAGES. 
Animated 20’s are set in selected markets 
in Texas, Oklahoma, Arkansas, Kansas 
and Missouri: St. Louis, Kansas City, 
Springfield, Joplin, Wichita, Topeka, 
Pittsburgh, Dallas-Ft. Worth, Houston, San 
Antonio, Lubbock, Midland, Corpus 
Christi, Amarillo, Waco, Beaumont, 
Wichita Falls, Tyler, Harlingen, Oklahoma 
City, Tulsa and Little Rock. Spots run 
in prime time, with the largest markets 
getting six per week, medium markets 
getting four and the smaller markets, two. 
Account executive John Leach is the 
contact. 


STANDARD BRANDS, INC. 
(Ted Bates & Co., Inc., N. Y.) 


The usual group of selected top markets 
kicked off schedules of day and late-night 
minutes the middle of this month for 
BLUE BONNET margarine, with the 
campaign to run until early December. 
Similar activity was noted for KENDALL 





on something wild—we haven't de- 
cided what.” (Thus far he’s only man- 
aged to part with a small part of it 
at Roosevelt Raceway.) 

Mr. Shlossman, who “plays bridge 
at every opportunity and also likes 
tennis,” says he enjoys “working in 
media more than any other field. 
And,” he adds, harking back to a cer- 
tain tower, “though the pay may be 
lousy, the fringe benefits are terrific.” 





WRGB IS TOPS 








_ WRGB ... the top TV buy delivers this top market. 


> WRGB...rated tops in the most recent ARB survey is your top 


TV buy in Northeastern New York and Western New England. 





Represented Nationally by NBC Spot Sales 
NBC Affiliate .... Channel Six 


Albany ... Schenectady... and Troy 
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ARB City-By-City Ratings August 1959 


BALTIMORE 
3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 








1. U. S. Border Patrol (CBS) wsz-tTv 
Ben, DIRE nec caneveescseveseenecess 20.1 
2. Sea Hunt (Ziv) wBaL-TV Wed. 10:30 ...... 17.4 
3. Flight (CNP) wsz-tv Wed. 10 ........... 14.3 
4. SA T (MCA) wiz-Tv Mon. 9:30 . ° 2 218.6 
5. Bold Venture (Ziv) WRAL-TV Mon. 10:39 13.1 
6. Popeye (UAA) wiz-Tv Sun. 4 .........-+-0. 10.6 
7. Highway Patrol (Ziv) wMAR-Tv Sat. 7 ae 
8. Rescue 8 (Screen Gems) wWeaL-Tv Tue. T .... 9.7 
9. Popeye (UAA) wsz-TV Sun. 4 ............ 9.2 
9. Woody Woodpecker (Kellogg) wsz-tTv Tue. 5 . 9.2 
10. Whirlybirds (CBS) wMAR-tTv Tue 8.7 
11. San Francisco Beat (CBS) wMar-TV 
Bae. S280 .nccccvcessesvenceses ceove G2 
11. Huckleberry Hound (Kellogg) wsz-Tv 
Tm, GS acccccccecscccesecescecevcocess 8.2 
11. Adventures of Jim Bowie (ABC) wz-Tv 
Dua. © wes Cotoanegwesheetstqockcucestoc 8.2 
12. Three Stooges and Popeye (Screen Gems, 
UAA) WIz-Tv Sat. 9 a.m. ....... ccc ceeees 7.8 
TOP FEATURE FILMS 
. Late Show wsz-tv Fri. 10:45-12:45 a.m. ...17.6 
2. Early Show wsz-Tv Tue. 6-7:30 ..........14.5 
3. Late Show wsz-tTv Tue. 10:45-12:45 a.m 14.1 
4. Late Show wsz-Tv Wed. 10:45-12:45 a.m. ..12.7 
5. Late Show wsz-Tv Sun. 10:45-12:45 a.m. ..12.6 
TOP NETWORK SHOWS 
1. Gunsmoke WMAR-TV ........20005% .38.2 
2. All-Star Baseball WRAL-TV ............2. 33.1 

















3. I’ve Got a Secret WMAR-TV .............323.4 
@. Tho RAGeeRe WIREE onc ccc ccctccccccces 28.8 
5. To Tell the Truth WMAR-TV ... 27.5 
6. What’s My Line WMAR-TV ......... 26.8 
7. Wagon Train WBAL-TV ........ 26.4 
8. Have Gun, Will Travel wMAR-TV 5.6 
9. The Lineup WMAR-TV ........ 4.6 
BG, Weenie WONG oc vc cavcécccccces 4.4 
LOS ANGELES 
7-Station Report 
(one-week ratings) 
TOP SYNDICATED FILMS 
1. Death Valley Days (U. S. Borax) KRcA 
Sm. F isaweses eye eter ee 12.5 
2. Mike Hammer (MCA) Kroa Tue. 10:30 ....11.7 
3. Sea Hunt (Ziv) Krea Fri. 10:30 ........ 11.0 
4. Huckleberry Hound (Kellogg) KNXT 
Bae. TD cccccccccccceccccveves ‘ 16.8 
5. Highway Patrol kTtv Thu. 8 ...... 10.0 
6. Rescue 8 (Sereen Gems) Krcoa Tue. 7 .... 9.2 
7. Union Pacific (CNP) KRcoA Mon. 7 ....... 8.2 
8. Seven League Boots (Screen Gems) KCOP-TV 
Bm, FG aic-0:0:0:0:0:00. 5000006000009 5 05 sas B2 
9. Divorce Court (Guild) KTrv Wed. 9 ...... 7.8 
10. San Francisco Beat (CBS) KTTv Sat. 8:30 .. 7.5 
11. Sheriff of Cochise (Famous Films) KTTV 
WO, BSS ccccccewreccsveeces desee ee 7.2 
12. Search For Adventure (Bagnall) Kcor 
SOR. See. cba ccws ote etek vcccicesccens 7.1 
12. Silent Service (CNP) Krcea Sat. 7 ....... 7.1 
13. Wonders of the World (Caples) Kcop 
Te, CIGD vce devksesess desesiesis es 6.8 
14. Night Court (Banner) KTLA Tue. 9 ........ 6.7 
TOP FEATURE FILMS 
1. Fabulous "52 KNXxT Sat. 11-12:45 a.m. ....10.0 
2. Channel 9 Movie Theatre KHJ-TV 
Mon. 9-10:45 ...... Seeces os os OD 
3. Early Show KNxT Sat. i) 7.6 
4. Command Performance KTTV Sun - 4.4 
5. Movie of the Week KTTV Sun. 6:20-8:30 .. 4.3 
5. Early Show KNXT Thu. 6-7 ............-- 4.3 
TOP NETWORK SHOWS 
1. Gunsmoke KNXT ........-- onder de Wauee 31.2 
2. Have Gune, Will Travel KNXT ........ . 28.5 
3. Alfred Hitchcock Presents KNXT ...........- 24.9 
4. What’s My Line KNXT ....... 
5. G. E. Theatre KNXT 
S. Be Se ee SOD. ce ccccccsacens 
7. Welk’s Dancing Party KABC-TV 
8. Maverick KABCO-TV ..........- 
9. The Real McCoys KABC-TV ........00e0e0> 
10. All-Star Baseball KRCA ...... 
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BOSTON 


3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 




















Divoree Court (Guild) wHpu-Tv Thu. 10 ..19 
Highway Patrol (Ziv) wez-Tv Tue. 7 .....19 
City Detective (MCA) wNnac-Tv Tue. 8 ....16 
U. S. Border Patrol (CBS) wez-tTv Wed. 7 ..15.5 
Sea Hunt (Ziv) WHDH-TV Tue. 10:30 ..... 15 
U. S. Marshal (NTA) wNac-Tv Sat. 10:30 .13. 
Rescue 8 (Screen Gems) WNacC-Tv Tue. 12 
Huckieberry Hound (Kellogg) WNAC-TV 
Tm. GID cadccsiccts eeeesecseccsees 12 
Walter Winchell File (NTA) WNAC-TV 
Bam, FT ccccseeecccsessccessces ececceckd 
New York Confidential (ITC) wWHDH-TV 
WER, DGS wdscwocecndseceanasicss 
SA 7 (MCA) WHDH-TV Mon. 9 : 
Official Detective (Famous Films) wz 
Sh: OE - oaks sbareae awe wesc sb oee< 
Bold Venture (Ziv) wez-Tv Wed. 10:30 ....11. 
. Juke Box Jury (NTA) WHDH-TV Wed. 7:30 .10 
Death Valley Days (U. S. Borax) wez-Tv 
ik, SOLE Sassaeeacenscaaeeeceseus  * 
Decoy (Official) wnz-Tv Tue. 10:30 ....... 10 
TOP FEATURE FILMS 
Early Show wnac-Tv Wed. 5-6:30 ...... .18 
Movie of the Week wez-Tv Sun. 7-8:30 ..... 17 
Boston Movietime wez-Tv Tue. 5-6:45 ..... 16 
Boston Movietime wez-Tv Mon. 5-6:45 13 
Boston Movietime waez-tTv Wed. 5-6:45 ....11 
Early Show wNac-Tv Mon. 5-6:30 ........ 11. 
TOP NETWORK SHOWS 
I’ve Got a Secret WNAC-TV ........2000e0% 35 
Wagan Teale WOE-TV .nccccccccecs ovecenn 
To Tell The Truth WNac-Tv . Serer rr. 
29 
Gunsmoke WNAC-TV : 9 
77 Sunset Strip WHDH-Tv ............ --28 
Se TD WHRESY 2c cccccsccnccaces 26 
The Price Is Right wBz-TV .............. 26 
Ed Sullivan WNAC-TV ......... wererre: | 
Alfred Hitcheock Presents WNAC-TV ....... 25 
MINNEAPOLIS-ST. PAUL 
4-Station Report 
(one-week ratings) 
TOP SYNDICATED FILMS 
Death Valley Days (U. S. Borax) 
weco-tv Sat. 9:30 ....... ceseesebenwe 17 
State Trooper (MCA) KSTP-TV Tue. 9:30 ..15 
Highway Patrol (Ziv) KstP-Tv Mon. 9:30 ..12 
Whirlybirds (CBS) wtcn-tTv Mon. 8:30 1 
Mr. District Attorney (Economee) KSTP-TV 
BE HOE Week Sa Sawenees ences ee oe 10 
Huckleberry Hound (Kellogg) weco-Tv 
Be MEO. nrecneteecencoeneon00000940:02 10 
Sea Hunt (Ziv) wren-Tv Thu. 9 ..........10 
Ten-4 (Economee) KsTP-TV Thu. 10:39 ....10 
Popeye (UAA) weco-Tv M-F 5:30 ....... 9 
Badge 714 (CNP) KSTP-TVY Mon. 10:30 .... 8 
Ramar of the Jungle (ITC) weco-Tv 
BUM. BESO GM. vcs snccaccvccscesecvces 8 
Boston Blackie (Economee) KSTP-TV 
Se GS ic Sends ddeceees escucésccce 8 
Mackenzie’s Raiders (Ziv) KSTP-TV 
BUM. BEBO woccovieccsedeeccecossececece 8 
Flight (CNP) Kstpe-tv Wed. 9:30 7 
Superman (Kellogg) weco-tTv Thu. 5 7 
TOP FEATURE FILMS 
Your 9 O’Clock Movie KMSP-TV 
Tt WED ccvccectuceneasseeues seen 13 
Movie Spectacular wTcN-Tv Sat. 10-11:390 12 
Your 9 O'Clock Movie KMsP-TV 
a a 12 
Movie Spectacular wTrcn-tvy Fri 
Pee Ws nia dada cndees stds ine -11 
Your 9 O’Clock Movie KMsP-TV 
es ee GME. pnadeumcccanes & 11 


TOP NETWORK SHOW 
What’s My Line weco-Ttyv .... 
Gunsmoke wWcco-TVv 
. WHY eicssctenwesssbeucane 
Alfred Hitchcock Presents weco-Tv 
I'v+ Got a Secret weco-Tv 








Lawman WTCN-TV 21 
Rest of Groucho ESTP-TV 2... ccccccccces 20 
eS ee een 19 
ee ener 19 
. Welk’s Dancing Party wTcN-Tv .......... 10 
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. Rescue 8 


CINCINNATI 


3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


Highway Patrol (Ziv) wKrce 





TV Sat. 10:30 ..29.6 











Mike Hammer (MCA) wkre-Tv Wed. 9 ....26.1 

U. S. Marshal (NTA) wecpo-Tv Sun. 9:30 .19.5 

Rescue 8 (Screen Gems) WLW-T 

Wed 10:30 eecccccvccecee cree o 868 

U. 8S. Border Patrol (CBS) wero-t 

ls: PED encis ee raband & heeeawe's -14.7 

SA 7 (MCA) WLw-T Tue. 10:30 ........14.5 
. Three Stooges (Screen Gems) WCPO-Ty 

Me, BO GA cocccwesecesesteccoveecsas 12.6 
. Woody Woodpecker (Kellogg) WcPo-Tv 

WS cteee se wteesceusaweeeseseaa 12.4 

Huckleberry Hound (Kellogg) wecro-Tv 

Wed. 6 ee esvecceses caccacee - 13.2 

Bold Venture iv) WLW-T Mon. 10:30 ....11.8 

Racket Squad (ABC) wepo-ty Sun. 10 11.4 

Decoy (Official) wiw-T Sun. 16:30 --11.0 
. Three Stooges (Screen Gems) wcPo-Tv 

Beg Des Bite OSD ccc cccucees cocc ee ll 
- The Whistler (CBS) wero-tv Thu. 10 ....10.8 

Dr. Hudson’s Secret Journal (MCA) 

WORSE GE. FT cctedetscondsccwtecs -+.10.0 

TOP FEATURE FILMS 

Award Movies wcPpo-Tv Sat 

11:15-12:45 a.m. . - 10.2 

Gold Cup Matinee WLW-T Sun. 5-7 ....... 9.9 

Gold Cup Matinee wLw-T Sun. 5-6:30 .... 8.8 

Gold Cup Matinee WLW-T Wed. 5-6:30 .... 8.7 

Home Theatre WKRC-TV Sat. 11:15-2 a.m. .. 8.7 

TOP NETWORK SHOWS 

The Rifleman WoOPO-TV ...... 40.0 

77 Sunset Strip wcoro-Ty 1 

Gunsmoke WKRC-TV 3 

All-Star Baseball WLW-T .........22000004 4 
PO er 2.2 
. Welk’s Dancing Party wcpo-Tv 8 
ee See: WD - occ scccnciese 6 

The Real McCoys woro-Tv 8 

Re WPT coc ccucchesenceensssun 7 

See Se WME. acwcccccaustéeceudaede 26.3 


PHILADELPHIA 


3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


wRCcv-TV Wed. 7 
WRCV-TV Tue. 10:30 


(Sereen Gems) 
Highway Patrol (Ziv) 
U. S. Border Patrol (CBS) wriL-tv Thu. 10 .% 











Popeye (UAA) WFIL-TV M-F 6 aceees 

Bold Venture (Ziv) wrev-Tv Mon. 10:30 

Walter Winchell File (NTA) WFIL-TV 

We, BO awcccocuseee osveesbeccussecns 14.6 

African Patrol (Famous Films) wrecv-Tv 

Wed. 10:30 one cence cen cebece 12.7 

San Francisco Beat (CBS) WFIL-TV 

ee ee Ste enoades -12.7 

Sea Hunt (Ziv) weavu-Tv Sat. 7 ..... ooo 

Medic (CNP) wFriIL-Tv Mon. 9 ........ -11.0 

Tugboat Annie (ITC) wriL-Tv Stn. 6 . 10.3 

If You Had a Million (MCA) WRev-TVv 

MO TF cw nencccses esencerseveeueohs 9.8 

Flight (CNP) wFIL-TV Wed. 9:30 ....... 9.5 

Mystery Is My Business (ITC) WFIL-TV 

Sat BD krcccncececccderesegodcesics 9.0 

Adventures of Jim Bowie (ABC) wrev-TVv 

SS Pee rere rr Terr r ere Ce erry 8.8 
TOP FEATURE FILMS 

Movie 3 wrev-Tv Sun. 10:30-12:30 a.m. ..11.8 

Early Show wcau-tTv Wed. 5:30-7 P 11.7 

Late Show wcau-Tv Sat. 11:15-12:45 a.m. .. 9.9 

Early Show Wcau-Tv Mon. 5:30-7 .... 8.9 


Late Show wcau-Tv Mon. 11:15-12:45 a.m. . 8.1 


TOP NETWORK SHOWS 








R've Get a Geevet WCAU-TV 2... cc ccvccceses 3.9 
The Rifleman WFIL-TV 2 
Wagon Train wrcv-TVv 

Gunsmoke WCAU-TV 

Naked City WFIL-TV 30.1 
All-Star Baseball wrcv-Tv ..............28.7 
Alfred Hitchcock Presents WCAU-TV ...... 27.5 
The Price Is Right wrcev-Tv .... ooo ague 
The Real McCoys WFIL-TV occe see 
ee GSE oc vascncccnesswecetwen 26.2 
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. Rescue 8 (Screen Gems) wTae Fri. 10:30 


. Gunsmoke KDKA-TV 


ARB City-By-City Ratings August 1959 


CHICAGO 
4-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


. Sea Hunt (Ziv) wnBq Sun. 9:30 ......... 29.2 
Highway Patrol (Ziv) wGN-tv Fri. 9:30 ...24.9 
San Francisco Beat (CBS) won-tTv Wed. 9 ..19.2 
SA T (MCA) wneg Tue. 9:30 ........... 17.5 
State Trooper (MCA) WGN-TV Mon. 9:30 ..16.6 
Mike Hammer (MCA) wGN-Tv Thu. 9:30 ...15.4 
Citizen Soldier (Flamingo) WNBQ Mon. 9:30 .14.8 
Mackenzie’s Raiders (Ziv) wNBQ Wed. 9:30 .14.6 


. New York Confidential (ITC) wen-tv 


Wed. 9:30 
Navy Log (CBS) we 
Whirlybirds (CBS) we 
Rescue 8 (Screen Gems) WGN-TV Mon. 8:30 .11. 
Death Valley Days (U. S. Borax) 





S 
Awan 






WEM-EV Ben. OPO wccccncavccevsccdecs 11.6 
Divorce Court (Guild) wWGN-tTv Sat. 10 ....11.3 
Woody Woodpecker (Kellogg) wGN-tTv Fri. 6 .10.3 


TOP FEATURE FILMS 


. Best of CBS wBBM-Tv Sat. 10-12:15 a.m. ...20. 


Movie 5 wnsqQ Sun. 10-11:30 .... 
Movietime, USA weks Fri. 10-12: 
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Evening Performance WBBM-TV Mon. 
RO3BS-33 abs. 2. ccdcvvveccove ecccccces 10.4 


TOP NETWORK SHOWS 





. Gunsmoke WBBM-TV ......... . - -38.6 
All-Star Baseball WBBM-TV - 32.0 
Alfred Hitchcock Presents WBBM-TV ....... 29.6 
77 Sunset Strip WBEB ..........esse005 28.3 
I’ve Got a Secret WBBM-TV ..............- 26.4 
Loretta Young Presents WNBQ ...........-.; 25.5 
SRS WEE occ accveccnncesccees 25.5 
What’s My Line WBBM-TV ............5+. 24.6 
Have Gun, Will Travel WBBM-TV .......... 24.6 
Welk’s Dancing Party WBKB ............. 23.4 


PITTSBURGH 
3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


State Trooper (MCA) KDKA-Tv Sat. 10:30 .. 
Sea Hunt (Ziv) KDKA-Tv Tue. 8 .........2 


Decoy (Official) KDKA-Tv Tue. 7:30 ....... 
Navy Log (CBS) kKpKaA-Tv Sat. 11 ....... 
Huckleberry Hound (Kellogg) KDKA-TV 








Bee, DISD co ncnncesddeddncscasandowces 14.6 
Highway Patrol (Ziv) wc Tue. 7 ........ 14.4 
Flight (CNP) KDKA-Tv Fri. 8:30 ........ 11.9 
Dial 999 (Ziv) wiic Mon. 10:30 ......... 11.6 
The Honeymooners (CBS) wiic Sat. 7 .....11.6 
San Francisco Beat (CBS) wiic Tue. 10:30 .10.6 
Popeye (UAA) wiic Sat. 9 a.m. ........... 10.0 
Woody Woodpecker (Kellogg) KDKA-TV 
SUR, GD oc kk cc cde wensccndnesedesces 9.4 
SA 7 (MCA) wric Sun. 10:30 ........... 9.1 
Popeye (UAA) wiic M-F S&S ...ccccccccseccs 8.3 
TOP FEATURE FILMS 
Million Dollar Movie wrare Sun. 9-11 ..... 23.5 
Gateway Studio Presents KDKA-TV 
Wek. TRSES-d Ga, dc civ devs 60006000000 19.4 
Gateway Studio Presents KDKA-Tv 
Wed. 11:15-12:45 a.m. 4 
Early Show KDKA-TV Mon. 5-6:30 ......... 14.5 


Comedy Hall of Fame wiic Sun. 6-7:30 ....13.9 


TOP NETWORK. SHOWS 


Have Gun, Will Travel KDKA-TV 
All-Star Baseball wic 


*, wt @o ew oS. pyre ery eT 2 





I’ve Got a Secret KDKA-TV 
Wagon Train wiic 





Sunset Strip WTak 
To Tell The Truth KDKA-TV 

Armstrong By Request KDKA-TV 
Desilu Playhouse KDKA-TV 





CLEVELAND 
3-Station Report 


(one-week ratings) 


TOP SYNDICATED FILMS 

















1. U. 8S. Marshal (NTA) wews Fri. 10:30 ....29.4 
2. Harbor Command (Ziv) Kyw-tv Thu. 10:30 .21.3 
3. Bold Venture (Ziv) KYW-Tv Sat. 10:30 ..... 18.6 
4. I’m the Law (Sterling-Tv) wews Sun. 9:30.17.9 
5. Decoy (Official) KYW-TV Mon. 10:30 ...... 16.6 
6. Sea Hunt (Ziv) waw-tTv Sat. 7 .......... 15.2 
7. Death Valley Days (U. 8. Borax) wsw-tv 
GE, - SOTO dewabecdtesnsessanae a -15.0 
8. Popeye (UAA) KywW-Tv M-F 5 ........... 14.2 
9. Colonel Flack (CBS) Kyw-tv Tue. 10:30 ..13.7 
9. Dial 999 (Ziv) wews Tue. 10:30 ........ 13.7 
10. SA 7 (MCA) wews Sat. 10:30 .......... 11.2 
11. Herald Playhouse (ABC) wews Sat. 8 ..... 11.0 
12. Cannonball (ITC) Krw-trv Wed. 10:30 ..... 10.8 
13. Three Stooges (Screen Gems) WEWws-TV 
BP 6 cncvcceses S5GS00 0500005 shecnane 10.5 
14. Code 3 (ABC) wews Sat. 10 ........ senethe 
TOP FEATURE FILMS 
1. Nite Movie wsw-Tv Sat. 11:30-2 a.m. ..... 13.4 
2. Big Show wyw-tTv Tue. 5:30-7 ........... 12.7 
3. Big Show wsw-tTv Wed. 5:30-7 ......... 11.9 
4. Academy Award Theatre Krw-Tv 
Gam. BOcBO-8 GM. oc cccccsccscccccseess 10.7 
&. Big Show wiw-tv Fri. 5:30-7 ............ 10.3 
TOP NETWORK SHOWS 
B. BE Geeet Gieie WU on cc cckcSee ct cices 42.0 
Re GS PE nvenecdcsscscecesces 31.2 
Pe ee EN SE ok ddcenduewetdesenan 28.7 
©, TRS GUS ccwcisecosccisccocccccens 28.1 
5. Desilu Playhouse WJW-TV .............-- 26.4 
6. All-Star Baseball KYW-TV .............. 26.3 
UT, Re GS cc ccccccceecccacccesece 7 
8. Joseph Cotton waw-Tv ...... 0 
9. Naked City wews ........... ‘ 3.8 
10. Alfred Hitchcock Presents wiw-TV ........ 22.8 
SAN FRANCISCO 
Ne 
4-Station Report 
(one-week ratings) 
TOP SYNDICATED FILMS 
1. Sea Hunt (Ziv) KRoN-TV Tue. 7 ...... -+-23.8 
2. Highway Patrol (Ziv) KRoN-TV Tue. 6:30 ..21.0 
3. Medic (CNP) KRron-tv Tue 7:30 cccceclS.8 
4. Divoree Court (Guild) KRoN-TV Sat. 6 ....14.7 
5. Bold Venture (Ziv) KRoN-TV Thu. 6:30 ...13.1 
6. Navy Log (CBS) KRron-TV Mon. 7 ....... 12.7 
7. San Francisco Beat (CBS) Kprx Sat. 7 ....12.3 
8. U. S. Marshal (NTA) Kron-tv Thu. 7 ....11.7 
9. Treasure (Bagnall) Kron-tv Fri. 6:30 ....11.4 
10. Flight (CNP) KTvv Thu. 7:30 .......... 9.8 
11. Crossroads (Schubert) KRON-TY Wed. 7 ... 9.7 
12. Rescue 8 (Sereen Gems) KRON-TV Wed. 6:30. 9.3 
13. Mike Hammer (MCA) Kron-Tv Wed. 10:30 . 8.3 
14. Popeye (UAA) KRON-TV Tue.-Fri. 5:15 7.9 
15. Adventures in Sherwood Forest (Official) 
KRON-TV Sun. 7 .. 7.6 
15. The Honeymooners (CBS) KRON-TV 
nh, FORP -xcadtsavasas eas eveeceeseeees 7.6 
15. Wonders of the World (Caples) 
Br ee er er ee 7.6 
TOP FEATURE FILMS 
1, Fabulous Features KPrx Sun 5 Shenson 9.7 
2. Movie Time KRON-TV Sun. 7 9.2 
3. Early Show Kpix Sat. 5:30-7 ............. 7.1 
4. Best of MGM kGo-Tv Sat. 10-12:30 a.m 7.0 
5. Major Movie KRoN-Tv Fri. 10-11:30 ...... 6.0 
TOP NETWORK SHOWS 
1. The Rifleman KGO-TV .......... 
2. Wagon Train KRON-Ty 
3 5 ) fo oar ere ee 
4. Alfred Hitchcock Presents KPIX ........ 3 
4. Cavaleade of Sports KRON-TV ..... 3 
5. Gunsmoke KPIX ..... 8 
6. Maverick KGO-TV 0 
7. Peter Gunn KRON-TV ........... 2 
8. The Price Is Right KRON-TV 
9. 77 Sunset Strip KGo-TV 





DETROIT 
4-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


Sea Hunt (Ziv) waek-tv Sat. 16:30 
Medic (CNP )wseK-tv Fri. 7 
3. Divorce Court (Guild) waeKk-tv Wed. 7 


om 


3. Official Detective (Famous Films) 
WEERSE TO. 80 sacccesccsocs 

4. Highway Patrol (Ziv) wseK~-tv Sat. 7 

5. Cannonball (ITC) wxyz-tv Fri. 16:30 . 

6. Panic (Victory Program Sales) 


wws-Tv Tue. 10:30 ..... ee . 
6. Mr. District Attorney (Economee) CKLW-TvY 








Wes O acovenewss os 
6. San Francisco Beat (CBS) wsBk-tv 
CR. BIRD oc.csecccteastcocs ecece 
7. New York Confidential (ITC) wseK-tv 
De, SR civenddcessece $00 _ 
8. Men of Annapolis (Economee) CKLW-TV 
B.ED cctcsdcesctucscccecoeses ; 
8. Bold Venture (Ziv) wxyz-Tv Tue. 10:30 
8. U. S. Marshal (NTA) wws-tv Wed. 10:36 
9. Popeye (UAA) CKLW-TV Sun.-Fri. 6 
9. Huckleberry Hound (Kellogg) cKkLw-tv 
TOP FEATURE FILMS 
1. Million Dollar Movie cKLW-Tv Fri. 7:30-9 
2. Million Dollar Movie CKLW-TV Thu. 7:30-9 
3. Command Performance CKLW-Tv Sun. 8-10 
4. Bill Kennedy Showtime CKLW-Tv Sun. 1-3 :30 
5. Million Dollar Movie CKLW-Tv Sun 
B2BO-BsB0  . cccccccascceces 
TOP NETWORK SHOWS 
1. 77 Sunset Strip wWxvz-TV .......... 
2. Gunsmoke WJBK-TV ee eee 
3. Have Gun, Will Travel waBK-TV . 
4. Joseph Cotton WJBK-TV 
5. All-Star Baseball ww-tv 
6. Peter Gunn WWJ-TV .......... oe 
7. Alfred Hitchcock Presents wsBK-TV 
8. Desilu Playhouse WJBK-Tv ....... 
9. Loretta Young Presents wws-Tv 
10. What’s My Line WIBK-TV .......... 


WASHINGTON 
4-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


1. Mike Hammer (MCA) wre-Tv Tue. 10:30 
2. Big Story (Flamingo) wrte Fri. 10:36 
3. Gray Ghost (CBS) wre-Tv Wed. 7 

3. U. S. Marshal (NTA) wre-Tv Wed. 10:30 
4. Racket Squad (ABC) wrte Wed. 10 

Sea Hunt (Ziv) WMAL-TV Thu. 16 

6. Science Fiction Theatre (Ziv) WMAL-TV 
Sun. 6 cecececceceses o« 
Silent Service (CNP) WMAL-Tv Sun. 7 





6 
7. Highway Patrol (Ziv) wrop-tv Sat. 7 
8. Man Behind the Badge (MCA) wttTe 
Diem. 96 crccceseccscccouses 
9. Decoy (Official) wror-Tv Mon. 7 
§. Huckleberry Hound (Kellogg) wre-tv Fri. 7 


10. "Copter Patrol (CBS) wrop-tv Fri. 7 
11. 26 Men (ABC) wMaL-tTv Sun. 6:30 
11. Woody Woodpecker (Kellogg) wre-tv Tue. 6 


TOP FEATURE FILMS 


1. 10:30 Theatre wror-tTv Sat 
10:30-12:15 a.m. ..... ocee 
Five Star Feature wrrG Wed. 8-10 
Playhouse 5 wrte Sat. 10:30-12 mid 
Early Show wror-tv Fri. 5-6:30 
Friday Night Show WMAL-TY 

Fri. 11-1:30 a.m 


TOP NETWORK SHOWS 


1. All-Star Baseball wro-TVv 
2. The Rifleman wWMAL-TV 
3. 77 Sunset Strip WMAL-TV 
4. Gunsmoke WTOP-TV ........ 
5. What’s My Line wror-tv 
6. Wagon Train wro-Tv =" 
7. Loretta Young Presents wrc-TVv 
8. Maverick WMAL-TV ee 
9. I've Got a Secret wror-tv 
10. M Squad were-tv 
10. Wyatt Earp WMAL-TV 
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In “Oil-Rich" 
West Texas have 
21% more 
money to spend 
than the average 
American 


MIDLAND-ODESSA 


METRO - AREA 
COMBINED CSI PER HSLD. 


411,000 
PEOPLE 








enard toul & McConnell, Inc. 
South—Clarke Brown Company 

















STATION NETWORK 
and PERSONAL 
REPRESENT. ATIVE 






KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 


WPEN.-TV, Traverse City, 
Mich. 


235 East 46th St., New York 17, N. Y. 
PLaza 5-4262 














When you buy 


KCTV, SAN ANGELO 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 


©) 


© F cry, san anctio A 


J. HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 
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Attending the 





» recent closed-circuit tape presentation abou 















ut the South Bend 


market at the Johnny Victor Theatre in New York City were: (I. to r.) John 
Del Greco, Lennen & Newell; Betty Leckner, Benton & Bowles; Tom Hamilton, 
wNbu-tv South Bend, and Margot Teleki, Lucien Chimene and Hank Blue- 


stone, all of J. Walter Thompson. 





FIVES dog food in its western markets. 
Len Soglio is the timebuyer. 


TEXACO, INC. 
(Cunningham & Walsh, Inc., N. Y.) 


Having run two flights of primarily 20's 
and ID’s in about 90 markets early this 
past spring and summer, TEXACO 
reportedly kicks off a similar campaign 
the first week in October. The schedules 
will run four weeks as before. Jerry 
Sprague is the timebuyer. 


THAYER LABORATORIES, 
Div. Revlon, Inc. 

(Shaller-Rubin Co., Inc., N. Y.) 
Following the announcement by this firm 
that it had placed its new Spectran-B 
cold tablet at KHCC&A and that spot 
testing was under way (July 13), it’s 
learned that similar action began early 
this week for DELIMINE, a new antacid 
product at this agency. Filmed minutes 
are running in a series of flights in six 
selected markets. Media director Jean 
Coury is the buying contact. (SPECTRAN- 
B, incidentally, plans to go into about 

15 major markets early next month with 
nine-week placements of nighttime 
minutes. Beryl Seidenberg is the buyer 


at KHCC&A.) 


VARI-KROM, INC. 
(Ovesey & Straus, Inc., N. Y.) 


A fall campaign is again set for this 
manufacturer of a pre-spattered paint, 
who ran a spring drive with good results, 
Starting dates are staggered throughout 
this month in Chicago, Boston, Providence, 
Detroit, Cincinnati, Columbus, Cleveland, 
Jacksonville-Orlando and perhaps one 

or two more areas (following a sales 
meeting and presentation of plans). Filmed 
minutes run for six to eight weeks in 
day and night slots. David Straus III and 
Margaret O'Dea are the buying contacts. 


WUPPERMAN ANGOSTURA 
CORP. 

(Foote, Cone & Belding, Inc., N. Y.) 
The producer of ANGOSTURA bitters, 
who used brief schedules in four markets 
last fall to promote its product as a 
food-seasoner, is going spot in a big way 
in a New York test of the medium. 

It set 30 weeks of filmed minutes to 
start early this month on three stations. 
Nighttime placements of 20 weekly spots 
on WNTA-TV and 11 per week on WOR-TV 
are running along with breaks in 
wrca-Tv’s Jack Paar, Joyce Brothers and 
other shows. If the results measure up to 
expectations, the campaign will be 
extended to other major markets. 

Nate Rind is the timebuyer. 





DEADLINE 


STORIES THAT 


SHOCK A NATION 
TAKEN FROM THE 
FRONT PAGES OF 
LEADING 
NEWSPAPERS! 





STARRING 


PAUL STEWART 





DISTRIBUTED BY FLAMINGO TELEFILM SALES, INC. 
JUdson 6-7040 


221 West 57th Street, N.Y. 
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Studio 


also is convinced that it will have an 
upbeat effect on live productions. He 
reasons this way: a shortening of pre- 


(Continued from page 37) 


air-time use of a studio would lead to 
a fresher production since electricians, 
stagehands, directors and actors fre- 
quently have reached near exhaustion 
by the time the show goes on the air 
as things stand now. 

ABC-TV is also installing a great 
deal of new electronic equipment in 
the two studios. In addition to im- 
proved control booths, the network is 
equipping the areas with the latest in 
lighting, audio control consoles, a new 
special-effects amplifier and a newly 
designed transistor video switcher. 
The lighting system is described as an 
automated, infinite preset control sys- 
tem, utilizing IBM punch cards and 
readers. 

The network’s expansion of its live- 
programming facilities extends to the 
west coast, where a new service build- 
ing in Hollywood and a studio for 
KABC-TV are being constructed. The 
present studio-theatre there is being 


remodeled and expanded into a perma- 
nent theatre. And the new studio for 
the owned-and-operated station will 
release the network studio currently 
being used by the outlet for the origi- 
nation of live network shows. 


Improved Facilities 


When the expansion of these live 
facilities on both coasts is completed 
this fall, ABC-TV, according to Frank 
Marx, vice president in charge of en- 
gineering, “will be able to accommo- 
date the most elaborate live dramatic 
or musical show a producer can con- 
ceive.” 

Mr. Cornberg’s firm (Sol Cornberg 
Associates) is responsible for only 
part of the expansion. Under the over- 
all direction of ABC Engineering, vari- 
ous specialists were brought in. Dr. 
Leo Beranek, professor of acoustics 
at Massachusetts Institute of Tech- 
nology, 
The audio control systems were de- 
signed by ABC in cooperation with 
the Altec Lansing Corp. 


Mr. Cornberg hopes to implement 


was consulted on_ acoustics. 


his ideas in the educational as well as 


the entertainment field. He started his 
career as a theatre technician in 1927 
at the Cleveland Playhouse and stayed 
on as a director, architect and lecturer 
for 17 years. By the time he was 30 
he had desiened the Globe theatres for 
both Cleveland and the World's Fair 
in San Diego. As a designer, he 


worked for almost every summer 


theatre in the country, planned the 
construction of approximately 100 
theatres, and was a consultant to the 
government in designing entertain- 
ment facilities for the Army during 
World War II and the Korean con- 
flict. 

Turning to television designing ir 
1951, Mr. Cornberg was employed 
that year by NBC-TV as a $75-a-week 
night supervisor of tv studios in the 
RCA building. When he resigned t» 
started his own business in 1957 he 
was earning $27,500 a year. A native 


of Bowman, N. D., Mr. 


is married to authoress 


Cornberg 
Catherine 


Gaskin. { 





Advice to Parents 

The Magic of Bringing Up Your 
Child. Frances R. Horwich; McGraw- 
Hill Book Co., Inc., New York; 256 
pps.; index; $3.95. 

Dr. Horwich, the Miss Frances of 
Ding Dong School, has written a 
direct and helpful book 
which explores some of the problems 
of parenthood. 


simple, 


For instance, she points out that 
“television should have a place in 
his (a child’s) life—in fact, you 
can’t and don’t want to keep him 
from it. This home screen is a great 
source of pleasure and fascination 
and can enrich the child’s life.” She 
then suggests that, although some sort 
of schedule of viewing should be set 
for a child, his tastes, opinions and 
feelings about what he wants to see 
should be respected. Tv should be 
used sparingly as a 
her opinion. 


“silencer,” in 
“Instead, use this in- 
genious invention for its great good— 
to share with your child the manifold 
things it offers, to encourage and 
stimulate his thinking, to enrich his 
life and your own.” 
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and many, many more! 


REALLY ROUNDIN’ UP RENEWALS 


Originally bought Renewed in 1959 

WOOO 2 runs 5 Year Profit Plan Cw really 

KPRC-TV 6 runs 5 Year Profit Plan rackin Up raves: 

ee 1 “Great ratings, highest 

jt aa 3 runs 5 Year Profit Plan in the city .. . have 
igned for fi : 

WFBM-TV 4 runs 5 Year Profit Plan om ” wrv—, 

ee Columbus Georgia 

WSLS-TV 2 runs 5 Year Profit Plan April 6, 1959. . 

WTVM 3 runs 5 Year Profit Plan 

Columbus, Ga. “For almost two years 

WATE-TV 2 runs 5 Year Profit Plan now ... they have been 

Knoxville eminently successful.” 

KOB-TV 3 runs 5 Year Profit Plan WCDA- TY, 

Albuquerque Albany-Troy. 

KVOO-TV 4 runs 5 Year Profit Pian 

Tulsa 

WFLA-TV 3 runs 5 Year Profit Plan 

ve mc 


» 67 HOUR FEATURES 




































TV FILM SYNDICATION 


September 21, 1959, Television Age 73 











(Continued from page 31) 


Auto 


20 hours of feature film weekly on 
KABC-TV Los Angeles. General Man- 
ager John Fair believes in the power 
of demonstration which 
gives his commercials. 
Caldwell Ford, Montgomery, Ala., 
spent $3,000 on ID’s and minutes in 
August on wsFa-TV Montgomery pro- 


television 


moting an end-of-the-season sale on 
every Ford in stock. Hugh Caldwell, 
manager, credits tv with helping to 
make the agency number one in the 
area in Ford sales. 

Another Ford agency in the same 
area, Carr Motor Co., of Wetumpka, 
Class 
WSFA-TV 
drawing customers from Montgomery 


buys A announcements on 


Montgomery, successfully 
and other towns in the area with a 
promise of lower prices. 

Gillen Motor Sales, Ford dealers of 
Chesapeake, Gallipolis and Ironton, 
Ohio, uses 10 spots weekly on WSAZ-TV 
Huntington-Charleston promoting 
special end-of-model and_ price-deal 
sales. Says Jerr T. Gillen, manager: 


“Major League 
Baseball Presents” 





SOLD 


St. Petersburg 


WSUN-TV 





WORLD-WIDE TELEVISION SALES CORP. 
41 East 42nd Street New York 17, New York 
MUrray Hill 7-3180 
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“The response we received from tv 
was overwhelming. From the figures 
we compiled, 65 per cent of the people 
who walked into our showroom came 
in response to the 16-second spots 
we used. 

Dickey Ford Sales of Ottumwa, 
Iowa, sponsors a live country-style 
music program on KTVO Ottumwa 
(10:30 p.m., Fri.). Charles Dickey, 
owner, says: “Our show was very in- 
strumental in our agency winning the 
divisional lead in the recent contest 
staged by the Ford Motor Co.” The 
firm spends about $8,000 annually 


on tv. 


Corky Black Ford Sales of Kenova, 
W. Va., uses 10-minute video-tape 
announcements on WSAZ-TV Hunting- 
ton-Charleston. Mr. Black reports re- 
sults are good. 

Moore-Ford Co., Scranton, 
three spots each week on WDAU-TV 
Scranton and has been a continuous 
tv advertiser for the past three years. 
Both new and used cars are demon- 
strated, usually by salesmen from the 
company. 


uses 


Weather Program 
Stoddard-Ford of Idaho Falls spon- 


sors a five-minute weather program 
twice a week on KID-TV Idaho Falls. 
Bruce Stoddard, owner, believes that 
television is the most effective medium 
for quick results. Annual budget is 
about $3,000. 

“Best results ever” were obtained 
by tv, say executives of Mosby Mack 
Ford in Topeka, which uses spots on 
WIBW-TV Topeka. 

Hull Dobbs Ford of Minneapolis 
credits its late-night spots on KMSP-TV 
Minneapolis with “making us the 
region’s top Ford dealer.” Annual 
budget is about $14,000. 

Other Ford line dealers, including 
Lincoln, Mercury, Edsel and English 
Ford, are using television locally. 

Lynn Motor Co., Lufkin, sells all 
four in his area. Sponsoring the CBS 
Films program, Amos ’n’ Andy, 
alternate weeks on KTRE-TV Lufkin, 
the dealer reports response from a 22- 
county area. Annual budget is about 
$5,800. 

Southland Motors, Columbus, Ga., 
dealer for Lincoln, Mercury and 









Edsel, as well as Renault and Peugeot, 
buys live minutes on WRBL-TV. While 
the schedule varies, about three are 
used each week. H. A. Moshall, vice 
president and general manager, says: 
“Tv is a must for an auto dealer— 
and it’s going to be more so because 
tv is growing so fast.” Commercials 
are by “Rapid Robert” (Bob Walton, 
local sales manager) and “Little John” 
(John Hodges, staff announcer). 

Bob Jones Midway Mercury, Den- 
ver, dealer for Edsel and English Ford 
as well, sponsors syndicated film each 
week on KBTV Denver and uses satura- 
tion ID’s for a two-week campaign 
each month. Owner Bob Jones says: 
“Television has been a major factor 
in my success as a dealer in Ford 
Motor Co, cars and trucks.” 

Empire Lincoln-Mercury, Spokane, 
saw the dealership climb from last 
place among major Lincoln-Mercury 
dealers of the northwest to first in 16 
days after starting a campaign on 
KHQ-TV Spokane. The company buys 
announcements in early evening and 
late-night feature film, putting about 
60 per cent of the budget into tv. Bill 
Nottley, co-owner, says: “We want 
television to be the base from which 
all of our advertising is keyed.” 

Jack Ross Lincoln-Mercury of 
Phoenix set new highs in the “off” 
year of 1958 and is continuing with 
feature-film sponsorship ci KPHO-TV 
Phoenix. The company grosses around 
$5 million annuzily. 

Chrysler production up to the 1960 
model change-over point was over 
513,000 cars, as compared with 
around 393,000 a year ago. 

Dealers for the Chrysler products, 
like all auto dealers, were solidly be- 
hind television as the number-one 
advertising medium. Dodge dealers 
voted highest of any make for tv, with 
80 per cent preferring it over any 
other medium. DeSoto and Plymouth 
were next with a vote for tv of 72 and 
71 per cent, respectively. Chrysler 
dealers favored tv by 64 per cent. 

Most Chrysler Corp. dealers have 
joint franchises, and local television 
advertising covers more than one 
make of car. 

Walton Motors, Chicago, dealers 
for the entire line of cars, is also the 
largest dealer for the company in the 
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United States. Walton puts about 85 
per cent of its budget into television, 
buying two 15-minute programs Mon- 
day through Friday on wen-tVv. 
“There is no doubt about it, Walton 
Motors grew to be the world’s largest 
Chrysler dealer through the medium 
of television,” says Irving Rocklin, 
executive handling the account. 

Midwest Motors of Kansas City 
handling Plymouth and Dodge, buys 
an average of 12 minutes weekly on 
wpaF-TV Kansas City. Harry Swartz, 
speaking for Midwest, says: “We have 
tried newspapers, radio and television. 
We have found that our present cam- 
paign of television spots is giving us 
better results than any of our previ- 
ous advertising.” 

Courtesy Motors of Salt Lake City, 
handling Dodge and Plymouth, spends 
nearly all of its budget on tv. Cur- 
rently it is sponsoring an evening 
wrestling program and a Sunday- 
evening feature film on KSL-TV Salt 
Lake City. Clifford O. Gledhill, owner, 
says: “The real value of television is 
its ability to produce day after day ... 
and to deliver prospects who are in- 
terested in the cars that are advertised 
on tv.” 

In Reno Herrmann & Wilson, 
Chrysler-Dodge dealer, has been using 
two minutes after the fights on Friday 
evening on KOLO-TV Reno for the past 
five years. The company feels that tv 





Harold Staal, president of Staal 
Buick, poses by a 1908 as a part of 
the promotion for the Fifth Annual 
WOODland Antique Auto Tour on 
woop-Tv Grand Rapids. Staal Buick 
has been a co-sponsor of this event 
for the last two years. 


offers the “best continuous advertis- 
ing” of any medium. 

In Baltimore Dodge dealers of the 
area combine to use tv consistently. 
A recent promotion, “Win a Dodge 
for Dad,” was carried over WJZ-TV 
Baltimore with considerable success. 
Contest included completion of a sen- 
tence beginning: “I want to win a 
Dodge for Dad, because...” A satura- 
tion schedule of filmed animated spots 
and ID’s was carried by the station. A 
large increase in showroom traffic and 
sales was reported. 

McKeon Motors, Dodge-Plymouth 


dealers in El Paso, sponsors Premium 





Theatre on KROD-TV El Paso on Fri- 
day nights at 9:30 p.m. 

In Louisville Perkins Motors, 
Chrysler-Plymouth dealers, buys three 
live minutes each week—after the 
Friday-night fights, before Saturday- 
afternoon baseball and in late-night 
Sunday theatre—on waAve-tv Louis- 
ville. Maynard Powell, manager, says: 
“In the last six months, our new-car 
sales have increased from 25 to 80 
per month, and a very important fac- 
tor is our schedule on WAVE-TV.” 

Geo. Byers Co., Columbus, the 
“world’s largest DeSoto-Plymouth 
dealership,” has sponsored News with 
Pepper (11-11:10 p.m., Mon.-Fri.) on 
wBNs-TV Columbus for the past nine 
years—the longest sponsorship record 
of any daily tv advertiser in Columbus. 

Says Mr. Byers: “As Byers’ news 
reporter, Bill Pepper has the sincere 
personality that makes him a fine am- 
bassador for our company. We back 
our television program by delivering 
what we say we will deliver. In fact, in 
speaking of any car, new or used, if 
we can’t prove a statement, we don’t 
make it. In day-by-day use spot tv 
has proved our best selling tool, and 
it increases in value every time our 
program is on the air.” 

Ben Medow’s, South Bend, with the 
entire Chrysler line, buys Sunday- 
evening feature film and announce- 
ments on WNDU-TV South Bend. Mr. 








That's Why 
NOBODY FROM NOWHERE 
Can Saturate 
TOPEKA 
like 
WIBW-TV 
SATURATES TOPEKA 











Topeka has1 TV Station WIBW-TV is it 


ALL DAY ...ANY DAY survey-proved WIBW-TV 


TOPS ALL COMPETITION 


@ WIBW-TV is the ONLY station in Topeka—the 2nd largest market in Kansas; 
@ Serves 38 rich rural and urban counties (Telepulse) with 349,300 set count; 


Share of Audience 


7:45 a.m.—12 N. 


in Area (Telepulse) 57.0% 
In Topeka (Nov. ‘58 ARB) 33.9% 


12 N.—6:00 p.m. 6 p.m.—Mid 
50.3% 51.1% 
42.5% 38.0% 


e From sign-on to sign-off WIBW-TV has practically TWICE the audience of either the 
second or third station that can be seen in metropolitan Topeka; (Nov. ‘58 ARB) 
e In the top 15 Once-A-Week Shows, WIBW-TV had an average rating of 37.69% 


WIBW-TV...CBS, NBC, ABC...Channel 13...TOPEKA, KANSAS 


REPRESENTED BY AVERY-KNODEL, INC. 
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Medow says: “Television offers us 
both sight and hearing, plus one other 
important ingredient, demonstration.” 
River Lake Chrysler - Plymouth, 
Minneapolis, sponsors a half-hour live 
bowling show on Sunday evenings on 
WCCO-TV, spending 58 per cent of its 
total budget in television. President 
Harold Barnett says: “We reach more 
potential customers with this medium 
than through any other advertising 
campaign we've used in the past.” 
American Motors, with over 270,- 
000 units produced this year, as 
compared with 117,000 through the 
same period last year, had a most 
successful experience with television. 
With no network investment and no 
television in 1958, the company has 
spent around $1 million in spot tv 
since last spring, starting April 24 in 
76 key markets with 170 stations. The 
first 13 weeks of the campaign were 
estimated to have cost $400,000, with 
a renewal and further expansion at 
the end of that time. Minutes and ID’s 
were used in prime time. 
In Chicago Rambler dealers have 





THE 
LAUREL 


AND 
HARDY 
SHOW 


Gets Top Ratings on 
WHEN-TV, Syracuse 





Wire or phone 
Art Kerman 
today for Zz 


availability 

in your market, \ 

GOVERNOR TELEVISION 

375 Park Avenue, N.Y.C. 
PLaza 3-6216 ae 
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Arthur Summerfield Jr. of Summer- 
field Chevrolet in Saginaw made a 
special film for the Television Bu- 
reau of Advertising explaining how 
his company had increased sales 
while cutting advertising costs 38 per 
cent through the use of television 
schedules on WNEM-TV Flint-Saginaw- 
Bay City. 


recently purchased their second five- 
minute weather show on WNBQ Chi- 
cago (10:10-10:15 p.m., Tues., Fri.). 
Southern California Rambler Deal- 
ers were so successful with a satura- 
tion “Rambler Day” campaign of 20's 
and ID’s on KTtv Los Angeles last 
year that they signed up for a year- 
long schedule of minutes, 20’s and 
ID’s each Friday on the station. 
Nash Dealers Association of Provi- 
dence buys 10 night ID’s weekly on 
WJAR-TV Frank Barad, 
account executive with Bo Bernstein 
& Co., agency for the dealers, says: 
“Market penetration was achieved 
quickly and with excellent results.” 
Bay Area Rambler Dealers of San 


Providence. 


| Francisco buy a half-hour film weekly 


on KPIX San Francisco. They have 
been impressed with the fact that tele- 
vision covers the entire area, some- 
thing that they felt no single news- 
paper could do. Association president 


| John Harvey says: “We dealers were 


grateful and extremely pleased with 
the immediate response of traffic 


through our showrooms.” 

In Oklahoma City Shepard-Richard- 
son Nash buys a 15-minute newscast 
on KWTV. Bill Richardson says: “The 
newspaper expenditure has been de- 
| creased every month, and television 
| has been increased. Television is flexi- 


ble and superior to classified news- 
paper advertising because individuals 
can be reached who may not even be 
considering purchase of a new car. 
Floor salesmen also are more enthusi- 
astic about television than any other 
medium.” 

Many dealers have added lines of 
foreign-made small cars to their stand- 
ard car dealerships. A number of 
companies are featuring these cars in 
their television advertising. Nearly all 
are using television in moving stocks 
of trade-ins, and some used-car com- 
panies have found television effective 
in bringing in new customers. 


Continuing Tv Advertisers 


Following, in alphabetical order, is 
an additional group of dealer adver- 
tisers who are continuing to use the 
medium successfully. 

Automobile Exchange of Santa 
Barbara buys one-fourth of the NBC- 
TV Baseball Game of the Week on 
Sundays. Live commercials show auto- 
mobiles in the studio with an on- 
camera announcer. William Cherry, 
sales manager, says: “Television ad- 
vertising more than pays for itself,” 
calling attention to regular weekly re- 
sponse from the campaign. Annual 
budget is about $5,000. 

Callihan Wurts, Ashland, Ky., buys 
10 ID’s weekly on wsaz-tv Hunting- 
ton-Charleston, W. Va. Says Jack 
Callihan, owner, after one-week use 
of spots: “I feel that we sold at least 
10 cars because of these 10-second 
spots. . . . I sincerely recommend tv 
advertising.” 

Lorton Clough Motors, Santa Bar- 
bara, California National 
Productions’ Danger Is My Business 
on KEY-TV Santa Barbara (8-8:30 
p-m., Fri.). Uses live commercials 
showing cars. Mr. Clough, owner, 
says: “Television offers immediate re- 
turns, plus the prestige of the me- 
dium.” The company is now in its 
fifth year of sponsorship, with an an- 
nual budget of about $12,000. 

Tag Galyean, Charleston, W. Va., 
uses two five-minute weather pro- 
grams weekly on wsAz-Tv Huntington- 
Charleston. Tag Galyean, owner, is 
well pleased with results that he de- 
scribes as “more than satisfactory.” 

Glover Motor Co., Ottumwa, Iowa, 


sponsors 




























buys CBS Films’ Navy Log on KTVo 
Ottumwa (10:30-11 p.m., Thurs.). A 
station executive says: “KTVO has 
helped to establish our firm as the 
foreign- and sports-car headquarters 
in the area.” 

Isaac Motor Co., Rusk, Tex., buys 
12 20’s each week on KTRE-TV Lufkin. 
Mr. Isaac says: “Never have I used 
advertising with the tremendous im- 
pact and reach of your station. I will 
always utilize television. It gets the 
results and gets them in a hurry.” 

Kemper Motors, St. Paul, sponsors 
a sports show Monday through Thurs- 
day on KMSP-TV Minneapolis-St. Paul, 
spending about $10,000 annually. Ex- 
ecutives say tv is great for identifica- 
tion and produces a good sales record. 

National Auto Supermarket, Tampa, 
one of the area’s largest used- and 
new-car dealers, began using tv over 
three years ago with a week-to-week 
purchase of a 30-minute Abbott and 
Costello program on WFLA-TV Tampa. 
After four weeks owner Bruce Wil- 
liams was so pleased with the selling 
job that the company has used the 
station consistently since, averaging 
$3,000 to $5,000 monthly in the 
medium. At present National Auto 
uses a 30-minute adventure program 
and 10 minute announcements weekly. 
It also sponsors occasional specials, 
such as the recent Miss Florida 
pageant from Sarasota. 

Richardson-Lovelock, Reno, has 
bought a minute live spot daily on 
KOLO-TV Reno for the past two years. 
Company executives credit the spots 
with building volume from 40 units a 
month to more than 100. Annual 
budget is around $20,000. 

Rollins Motor Co., El Paso, dealers 
in used cars and imports, sponsors 
two weather shows and two sports 
shows weekly on KROD-TV El Paso. 
Says Fred Rollins: “Television sells 
cars.” 

Rosemurgy Motors, Wausau, buys 
four minute spots weekly in Class AA 
time offering new and used cars. Says 
Ken Poppe, general manager: “Since 
beginning using your station in 1956 
we've seen direct action . . . with cus- 
tomers saying, ‘I saw it on tv.’” 

Scott Motors, Topeka, buys a news 
program on WIBW-TV Topeka. There 
have, been “steady increases every 


month in a competitive year,” com- 
pany executives report. “It certainly 
warranted our additional investment.” 
Budget runs to about $6,000. 

R. F. Stiener Motor Co., Hunting- 
ton, uses 10 ID’s weekly on WSAZ-TV 
Huntington-Charleston, with satura- 
tion spots during special campaigns. 
Sales manager Winnell credits tv with 
“considerable sales.” 

News Roundup 

Strang Garage Co., Colorado 
Springs, buys Ten O’Clock Report on 
KKTV Colorado Springs Tuesday and 
Thursday. The 10-minute round-up of 
the news carries two live one-minute 
commercials for the company, with 
cross-plugs other days of the week. 
James Reilly, used-car and assistant 
sales manager, says: “The Ten O'clock 
Report has been the most effective ad- 
vertising medium that we have ever 
used. The results are immediate and 
long lasting. We sell, on an average, 
over 50 per cent of the cars shown on 
the news program within two days.” 

Williams Bros. Motors, Tampa, has 
used tv successfully since the first tv 
station, WSUN-TV St. Petersburg, came 
to the market nine years ago. Some- 
times the firm uses both Tampa sta- 
tions, sponsoring both half-hour pro- 
grams and announcements. Arthur 
Williams, owner, feels that 30-minute 
programs are better than minutes for 
promoting sales. On WFLA-TV Tampa 
commercials are video-taped, showing 
actual cars being offered. This makes 
possible taping commercials on as 
many as 10 cars at a time, then the 
cars are returned to the lot so that 
they can be on display when the actual 
commercial is being given. 





Transistor Manual 


General Electric Transistor 
Manual, fourth edition. 227 pp., 
$1, General Electric, 1959. 

Completely rewritten infor- 
mation on transistors and their 
use in electronic circuits is con- 
tained in this 20-chapter manual. 
It may be obtained from the 
Semiconductor Products Dept., 
General Electric Co., Charles 
Building, Liverpool, N. Y. 
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WHEELING 
37m TV 
MARKET 


*Television Magazine 8/1/58 


One Station Sells Big 
Booming Ohio Valley 





NO. 13 IN A SERIES 
CHEMICALS 














With the deep salt wells supplying the 
essential brine, and the broad Ohio 
River furnishing economical transporta- 
tion facilities, a rich, thriving chemical 
industry has arisen in the bountiful 
WTRF-TV area. Typical is the Colum- 
bia-Southern Chemical Corporation at 
Natirum, W. Va., just south of Wheel- 
ing. Here more than 1,000 employees 
are engaged in the production of chlo- 
rine, caustic soda, chlorinated hydro- 
carbons, ammonia and titanium tetra- 
chloride. The more than $5 million an- 
nual payroll dollars help make the 
WTRF-TV 39-county area a super mar- 
ket for alert advertisers. 


For complete merchandising service and 
availabilities, call Bob Ferguson, VP 
and General Mer.. at CEdar 2-7777. 


National Rep., George P. Hollingbery Company 


wirf- ty 


316,000 watts N > C network color 
| 
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Grey (Continued from page 38) 


actual program on a portable projec- 
tor taken into the survey homes. “We 
ask the viewers questions about the 
program as well as the commercial,” 
said Mr. Hollender. “The next 
evening, after they've had 24 hours 
to see a number of other shows and 
commercials, we take a check to see 
how much of our message was re- 
tained. Often, we find certain points 
haven’t gotten through or are not 
clarified. We can then superimpose 
titles, hypo sound or do various 
effects to correct the trouble. 
“After the finished commercials 
| have been telecast, we call our 
sample homes a third time in order 
to provide a further check for the 
client and ourselves.” 


During the coming season, Grey 
will have approximately 25 clients in 
tv out of a total list of about 50. Of 
those clients not using the medium, 
several are liquor concerns, others 
are Canadian firms, textile-makers 
and those whose products do not lend 
themselves to video advertising. 


“We'll be using everything from 
spot to specials,” Mr. Hollender said. 
“A number of clients who have used 
the medium either slightly or who 

| dropped out in recent years are 
coming in strong, along with others 
placing their first tv campaigns, and 
continuing users such as Greyhound, 
Procter & Gamble, Block Drug and 
Chock Full O’ Nuts.” 


Reach Children 


Children’s programs are utilized 
by the agency for Chunky Chocolate 
Corp., Ideal toys, Hassenfeld Bros. 
games, Lionel trains and Tip Top 
Lucky Cakes. The excellent job done 
by Grey on this last-named product 
resulted recently in the agency’s get- 
ting the Tip Top bread line. 


“For the Lucky Cakes,” Mr. Hol- 
lender noted, “we developed a char- 
acter named Elmo Topp, who was 
introduced as a nephew of the well- 
known Emily Tipp. Elmo rescued his 
aunt from a series of precarious 

| situations, and the kids. loved him. 
| The cake sales represent our big suc- 
| cess story of the year.” 





Asked what will happen to Emily 


Tipp now that the bread account is 
within the agency, the executive 
smiled. “A lot of people have in- 
quired about Emily. We think she’s 
a wonderful character and plan to 
retain her. However, we feel she 
must work harder to sell Tip Top 
bread. It’s possible for a character 
to be so entertaining that the ‘sell’ 
of the commercial is lost.” 


Another client who returns this 


fall to tv is GE flash bulbs, which will 
again sponsor Man With A Camera, 
the half-hour weekly network show. 


Compatible 


“There’s a perfect example of pro- 


gram and commercial compatibility,” 
Mr. Hollender said. “Ratings on the 
show last year were far from high, 
and some people thought we made a 
mistake to renew it. What they don’t 
realize is that it’s a perfect program 
for GE. It sold flash bulbs and had 
many interesting merchandising and 
trade angles. This, it seems to us, is 
they way to use tv. We could haye 
purchased a program for the same 
money that would have brought 
higher ratings, but we’re more in- 
terested in the way a program sells 
that what its ratings are. We knew 
Man With A Camera would reach a 
certain market that would and could 
use the client’s product. It did . . . and 
we bought it again.” 


Mr. Hollender’s promotion was 


another step in the agency’s con- 
tinuing plan of building in depth. 
Although he 
aspects of the operation, Mr. Hol- 
lender acknowledges that he has 
capable people working with him. 
“At the first of this year, Bill Craig 
joined the agency after serving as 
tv director for Procter & Gamble,” 
he said, “and we have similarly 
strong people in every department. 
We have a series of five-year plans in 
which we set our goals for the future 
and work toward them.” 


supervises several 


From the agency’s record of in- 


creased volume for existing clients 
and new ones (Mennen just placed 
its new Dateline deodorant at Grey), 
the goals appear to be showing every 
promise of being reached on schedyle 
or perhaps even before the deadline. 
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Scott 


season 17 programs out of the 39 
hour-long Sunday Showcase series 
will be done by us, and next year 
we expect to produce a considerably 
greater percentage of these shows. 

“Two new regular weekly series on 
our schedule this season—Fibber Mc- 
Gee and Molly and Bonanza—are 
completely NBC-produced, and, again 
looking ahead to the *60-'61 season, 
our plans call for at least six or seven 
additional new shows to be created 
by the network.” 

Pleasant, personable, soft-spoken, 
well-dressed, urbane, Walter Scott 
lives on Park Avenue in New York 
with his wife and two daughters, both 


(Continued from page 34) 


of whom attend posh private schools. 
Very much the city-dweller and city- 
lover, he is also a sun-worshipper, 
and his idea of relaxation is to head 
for a quiet beach and soak up vita- 
min D. 


Most of all, Walter Scott has a | 


firm and sincere belief in the indus- 
try in which he plays a quiet and un- 
sung key part. “One of the healthiest 
things to happen to television is the 
three-network competition that now 
exists,” he says. “It wasn’t good 
when there was only a ‘duopoly.’ But 
today there can be no question in 
anybody’s mind that television as an 
entertainment, informational and ad- 
vertising medium is expanding all the 
time and in all directions.” 





Take a note, all you folks with 
a bunch of prospective adver- 
tisers who have never tried tele- 


vision, of the convincing promo- 





tion used by wTRF-TV Wheeling 
to prove the medium to some 
non-participating local mer- 
chants. 

With a campaign built around 
Shadrack VII, its lackadaisical 
logo lion, WTRF-TV convinced 17 
merchants who had never before 
advertised on tv to join in a 
special package promoting port- 
able television receivers. 

The station used a number of 
breaks which showed Shadrack 
enjoying his portable tv set in 
several points of historical and 
scenic interest around Wheeling. 
With each spot was an announce- 





ment of a portable giveaway and 
the names of the shops where the 
contest applications could be ob- 
tained. 


The Convincer 


Nearly 10,000 contest entries 
were submitted, indicating that 
the traffic through the partici- 
pating stores was unusually 
heavy. At the close of the promo- 
tion, several of the first-time ad- 
vertisers told Bob Ferguson, 
executive vice president of WTRF- 
Tv, that they were sold and were 
ready to work out regular cam- 
paigns. 

Included in the month-long 
promotion were Blaney Home 
Builders of Moundsville, W. Va.; 
Watzmann’s of Wellsburg, W. 






act us . fi Pat 
Va.; Ed Dunning Ford Sales 
and K’s Market of St. Clairsville, 
Ohio; Bernie Glenn and City 
Tire Service of Wheeling; Home 
Furniture Co. of Weirton, W. 
Va.; Heslop Furniture Co. of 
Martin’s Ferry, Ohio, and 
Wetzel Supply Co. of New 
Martinsville, W. Va. 














Louisville 


Newspapers 
Announce... 





IMPACT - 





DISCOUNTS 


(C-I-D) 


Frequency-volume 
discounts up to 137 


Available in 
13-week cycles 


Allows hiatus of up 
to 4 weeks per year 


Allows multi- 
product combinations 


No increase in 
existing rates 


Rates guaranteed 
for term of contract 


Get the full C-I-D 
story from your 
BRANHAM COMPANY 
representative 
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“Major League 
Baseball Presents” 


SOLD 


New York 


WORLD-WIDE TELEVISION SALES CORP. 
41 East 42nd Street 
MUrrey Hill 7-3180 


1,177,172 Square Miles 
7,500 Accounts 
1,000 Advertising 

Agencies 


HAT'S the eleven western states. 

And a media salesman must move 
fast to cover his prospect list. Not much 
time to pioneer new accounts. 


He needs help. Help from Western Ad- 
vertising, the magazine that western 
advertisers and agencies look to for 
advice, counsel—the straight story— 
whether it be spot news or “how to” 
articles. For the full story on WA and 
how it can help you—as it helps its 
readers—call or write one of our offices. 


Western Advertssing 
for Western Attitudes 


San Francisco © Los Angeles 


New York 2 Chicago 
ee ae 
.Y a 
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Film 
Pontiac Motor Div. General Motors (cars), 
MacManus, John & Adams; U. S. Rubber 
Co. (tires), FRC&H; General Electric Co. 
(College Bowl), Maxon; Whitehall Phar- 
macal Co. (Dondril), Tatham-Laird; Boyle- 
Midway Div. American Home Products Corp. 
(Wizard), GMM&B; Procter & Gamble Co. 
(Lilt), Grey; Hassenfeld Bros., Inc. (Has- 
bro toys), Grey; Chesebrough-Pond’s, Inc. 
(Pertussin ), McCann-Erickson; Dow Chem- 
ical Co. (Thermettes), MJ&A; Colgate- 
Palmolive Co. (Vel), L&N; Corn Products 
Co. (Niagara starch), L&N; Westinghouse 
Electric Corp. (all products), McCann- 
Erickson; Westinghouse Electric Corp. (all 
products), Grey. 


WILBUR STREECH 
PRODUCTIONS, INC. 

Completed: Ty Bureau of Advertising 
(institutional), Wexton; Sinclair Oil Re- 
fining Co. (gasoline & oil), GMM&B; 
Transogram Co., Inc. (Squirty toy), Wex- 


(Continued from page 52) 


| ton: Golden Press, Inc. (Golden Book En- 


New York 17, New York | 


cyclopedia), Wexton. 

In Production: Sinclair Oil Refining Co. 
(gasoline & oil), GMM&B; Tv Bureau of 
Advertising (institutional), Wexton; Drug 
Research Corp. (Insta-Pep), KHCC&A; 
Carter Products, Inc. (Colonade), KHCC- 


| &A; Thayer Laboratories, Div. Revlon, Inc. 


WABC-TV 


(Spectran-B cold tablets), KHCC&A; Theon 
Co. (Lashbrite eye make-up), Joseph Reiss; 
Quaker Oats, Ltd. (Aunt Jemima Pancakes, 
Quaker Oats), Spitzer & Mills. 


BILL STURM STUDIOS, INC. 

Completed: Firestone Tire & Rubber Co. 
(show opening), Cambell-Ewald; Fizzies 
Div. Warner-Lambert Pharmacal Co. (Fiz- 


| zies), Lambert & Feasley; Bristol-Myers Co. 


(Vitalis), DCS&S; Metro-Goldwyn-Mayer, 
Inc. (movies), D&C: Beneficial Finance 
Corp. (Loans), Lefton; Texaco of Canada 
(gas), Ronalds; Holsum Bakeries (bread), 
Robert Luckie; Thayer Laboratories Div. 
Revlon, Inc., (Delimine), Shaller-Rubin; 
Guebel Brewing Co. (beer), Campbell- 


| Ewald; Bama Co. (peanut butter), Robert 


Luckie. 

In Production: Delco-Remy Div. GM (show 
opening), Campbell-Ewald; General Cigar 
Co. (show opening), Y&R; Lever Bros. Co. 
(Wisk), BBDO; Lightolier, Inc. (lamp), 
Aveibach; Milton Bradley Co. (games), 
Noyes; Stroehman Bakeries (bread), El- 
lington; Goebel Brewing Co. (beer), Camp- 
bell-Ewald; Savings Bank Assoc. of Mass. 
(institutional), BBDO; Bovril of Canada 
(food products), Ronalds; James O. Welch 
Co. (candy), J. T. Chirurg; Blumenthal 
Bros. (candy), Wermen & Schorr; Sweets 
Co. of America (Tootsie Roll), direct; Hol- 
sum Bakeries (bread), Robert Luckie. 


TV CARTOON PRODUCTIONS 
Completed: Pacific Tel & Tel (long dis- 
tance), BBDO;  Kilpatrick’s Bakeries 
(bread), Reinhardt; J. A. Folger Co. (in- 
stant coffee), Harris, Harlan & Wood: 
KQED (promotion film), direct; Ingram’s 
Food Co. (Red’s tamales), Cappel, Pera 
& Reid; Safeway Stores, Inc. (eggs), direct; 
Calif. Spray-Chemical Corp. (Ortho lawn 
spray), McCann; Pacific Plywood Co. (Par- 
Tile), Porter; Williams Bakery (bread), 
Reinhardt. 

In Production: MJB Co. (coffee), BBDO: 
Pacific Tel & Tel (Green Index), BBDO; 
Calif. Packing Corp. (Del Monte sauce), 
BBDO; Kilpatrick’s Bakeries (bread), 
Reinhardt. 


UPA PICTURES, INC. 


Completed: Speedway Petroleum Co. 


American Tobacco Co.’s alternate 
week buy of Ziv’s Lock-Up in a 59- 
market spread is discussed (I. to r.) 
by Arthur Ericksen, account execu- 
tive, BBDO; Joseph Kotler, Ziv’s New 
York syndicated sales manager; Al- 
bert Stevens, advertising manager, 
American Tobacco, and Len Fire- 
stone, manager of syndicated sales 
for Ziv. The distributor has sold 
open weeks of the sponsor’s spread in 
54 of those markets. 





(Speedway 79 gas), W. B. Doner; Stand- 
ard Oil Co. of Indiana, D’Arcy; Gunther 
Brewing Co. (beer), L&N; Mars, Ine. 
(candy bars), Knox Reeves. 

In Production: Carling Brewing Co. (Stag 
beer), Edward H. Weiss; Mission Pak Co., 
Stanley Pflaum; Richfield Oil Co. (Boron 
gas), Hixson & Jorgensen; Christie, Brown 
& Co. (biscuits), McCann-Erickson; Inter- 
national Shoe Co. (Poll Parrot, Red Goose 
shoes), Krupnick; Authority Laboratories 
(Gaze floor wax), Winius-Brandon; Quaker 
Oats Co. (Aunt Jemima corn meal), John 
W. Shaw; Kaiser Metal Products, Inc. 
(cans), Y&R; Abbott Laboratories (Suc- 
aryl), Tatham-Laird; Helene Curtis Indus- 
tries, Inc. (Lentheric), Gordon Best; Kim- 
berly-Clark Corp., FC&B; S. C. Johnson & 
Son (wax), NL&B; Gillette Co. (razor), 
Maxon; National Shoe Co. (shoes), MLW- 
&S; Polaroid Corp. (camera), DDB; Kel- 
logg Co., Burnett: Borden Co. (dairy prod- 
ucts), B&B; General Foods Corp. (Postum, 
Sanka, Maxwell House), B&B; Pittsburgh 
Plate Glass Co., BBDO. 


WONDERLAND PRODUC. 
TIONS 


In Production: Superior Macaroni Co. 
(Superior macaroni & spaghetti), Glenn; 
Los Angeles County Fair Assn., Sheldon. 


WONDSEL, CARLISLE 

& DUNPHY 

Completed: Texaco Co. (gasoline), C&W; 
U. S. Rubber Co. (Royal tires), FRC&H; 
Bristol-Myers Co. (Bufferin, Sal Hepatica), 
Y&R; Borden Co. (dairy products), 
B&B; Time, Inc. (Life magazine), Y&R; 
General Foods Corp. (Rally dog food), B&- 
B; Nationwide Insurance Co. (insurance), 
Ben Sackheim; Burnham & Morrill Co. 
(B&M baked beans), B&B; S. C. Johnson 
& Sons (Glade), B&B; SSS Co. (tonic), 
McCann-Erickson; Emerson Drug Co. 
(Bromo Seltzer), Warwick & Legler; H. C. 
Moores Co. (Pream), B&B; 

In Production: Vick Chemical Co. (Vapo- 
rub & cold tablets), Morse Intl.; Nestle Co. 
(Quik), McCann-Erickson; Warner-Lam- 
bert Pharmaceutical Co. (Steri/Sol), War- 
wick & Legler. 








perms Top 20 Syndicated Shows pm July 
'National | acme ie. Homes Exp erience a 


| Average | 

Rank Program Distributor) Rating Men Women Teens Children e 

1—Kit Carson / wea | 189 | - @ BR 6 timebuyer 
2—U. S. Marshal | NTA i264 18 BS FT 6 d f 
3—Highway Patrol Ziv 12.5 | 83 87 16 25 

3—Mike Hammer MCA 125 |8 9% 16 27 wa nte or 
5—Death Valley Days | U.S.Borax| 12.4 76 82 17 53 ° 
6—Code Three ABC | 123 |8 89 15 18 major 
6—Sea Hunt Ziv | 3s 83 89 15 21 
§—Flight CNP 11.2 93 16 28 
+ J0anee Jones Screen Gems| 11.1 15 79 agency. 
10—If You Had a Million} MCA 10.4 15 29 
10—Mackenzie’s Raiders Ziv 10.4 14 26 
12—Colonel Flack CBS 103 | 7 16 33 ules 
12—This Is Alice | NTA 10.3 | 7 16 49 
14—Whirlybirds CBS 10.1 | 6: 17 87 
15—Jeff’s Collie ITC 99 |52 | 4 79 Send complete 
16—Decoy Official 96 | 14 22 
17—San Francisco Beat | CBS 95.1 : 14 23 
18—Badge 714 CNP 9.4 : 4 41 


18—Bold Venture i ; 15 TELEVISION AGE 











| 
resume to 


16 
Box #476 











74 17 
2—Mike Hammer 94 16 
3—Decoy i ‘ 92 14 Cee ne 
4—San Francisco Beat | h 93 14 5 : 
5—Badge 714 | ; 8814 >, CHECK Vand 
6—Sheriff of Cochise | é 87 16 . 

NY-Caiena | me | a fe os te 3: | Mua ceeg 
8—Mr. District Attorney Ziv . 73 15 


8—Racket Squad ABC . 81 16 
10—City Detective MCA . 81 86 17 





| 
| 
% 








is 2 ; WTHI-TV offers the 
Pulse Top 10 Western Shows for July lowest cost per thousand 
} : . 3 of all Indiana TV 
1—Kit Carson MCA | 139 47 49 12 z stations! 
2—Death Valley Days | U.S.Borax| 12.4 76 82 17 
3—26 Men ABC 8.3 76 87 15 
4—Cisco Kid Ziv 8.0 | 63 71 18 


4—Man WithoutaGun | NTA 80 |8 89 16 Pian totirinds 
6—Annie Oakley | CBS a. ee ee ot A pci cakgngrsatyny 


7—Roy Rogers— Roy Rogers, 7 the Terre Haute market is 
14 Hour Series Inc. 7.0 27 ll : not covered effectively 

8—Brave Eagle CBS | 6.6 69 71 16 : by outside TV. 

9—Frontier Doctor His | «8 |2 8 W 


\0—Frontier) | o|o 3 16 88 |I WTHI-TV 
Pulse Top Misc. Shows for July | = 


One hundred and eleven 
national and regional 


HANNEL IO - ces—asc 
1—Farmer Al Falfa CBS \ 67 
2—Popeye UAA i 37 
3—Huckleberry Hound |Screen Gems + RE 73 
4—Superman | Flamingo | . | 72 
5—Bozo The Clown 4 42 
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Wall St. 


wave officials believe they are out in 
front is production of “varactors,” 
which calls for a little background 
explanation. Conventional receiving 
tubes must be replaced to function 
on microwave wavelengths and are 
frequently replaced by semiconductor 
diodes made of a pointed tungsten 
wire impinging on a specially treated 
slice of silicon. These detectors are 
used not only in radar receivers but 
also in point-to-point communication 
circuits, and the more sensitive the 
diode the greater the range and reli- 
ability of the detectors. 

Some special diodes called varac- 
tors were developed by the Bell Tele- 
phone System, and Microwave Asso- 
ciates has been working on the de- 
sign and pilot production of those 
diodes since 1958. When used in spe- 
cial circuits, these new diodes greatly 
amplify microwave signals to a de- 
gree not previously experienced and 
can help, for example, to track space 
satellites at extreme distances. They 


(Continued from page 56) 
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amarillo, texas 
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Philip G. Lasky has been named vice 
president in charge of the west-coast 
area for Westinghouse Broadcasting 
Co., it has been announced by Donald 
H. McGannon, president. Mr. Lasky 
has served as executive director west 
coast for WBC since March 1956. A 
broadcasting pioneer, Mr. Lasky has 
been connected with the executive 
management and guidance of KPIX 
San Francisco since 1948, when the 
station went on the air. 





are also suitable for many other uses, 
including high-speed computer ma- 
chines. 


EXPANDING FIELD. [n addition to 
these specific projects, Microwave 
spends as much as $400,000 on its 
own research projects, and part of its 
trained engineering staff of 59 men 
is regularly working on fresh research 
and development projects. 

Evidence that the field in which 
Microwave operates is expanding 
comes clearly from the sales figures 
which indicate that the sales volume 
for the year ended Sept. 30, 1959, 
should hit or top $6 million. 

At present, following the offering 
of 100,000 shares of common last 
June, there are 877,416 shares of 
Microwave common outstanding. The 
company also has a $500,000, five- 
per-cent first mortgage loan due in 
1971, secured by a new plant in Bur- 
lington, Mass. There are an additional 
52,900 shares of common reserved 
for options granted to some key em- 
ployes. Last May the stockholders 
voted to increase the authorized com- 
mon shares from one million to 3.5 
million shares. So large an increase 
in authorized shares indicates that the 
management expects to do some ad- 
ditional financing in the course of 






the next few years, or that the com- 
pany may start to expand by acquisi- 
tion of other firms through stock 
swaps. 

One interesting move—possibly sig- 
nificant— was the acquisition on 
March 28, 1959, of 5,500 shares of 
Technical Operations, Inc., in ex- 
change for a 50-per-cent interest in 
Power Sources, Inc., and assumption 
of a debt of $155,000. Technical Op- 
erations is another small scientific 
company in which Western Union 
and ABC-Paramount have a stock in- 
terest, and the acquisition of Techni- 
cal common by Microwave, coupled 
with the increase in authorized com- 
mon, may have some significance, al- 
though neither the management nor 
sources close to it have indicated this 
as yet. 





Memo (Continued from page 53) 


informed broadcaster,” he said. “I 
believe, rather, it is generally our 
duty to inform the public through 
appropriate orders of reports of the 
criteria we expect to apply in advance 
of action against an individual broad- 
caster. 

“T would favor the commission in- 
stituting an investigatory proceeding 
on programming on a community 
basis which would have for its pur- 
pose the determination of the best 
way under present conditions the 
commission can carry out its responsi- 
bility under the law for the considera- 
tion of programming and determin- 
ing that an applicant will serve the 
public interest, convenience and _ne- 
cessity.”” 


‘ELECTRONIC COP’. Vir. Ford made 
it clear that the FCC should not take 
a passive attitude toward program- 
ming simply because this was the 
safer course. At the same time, he 
said that the FCC should expand its 
role beyond that of a mere “elec- 
tronic cop” of the airways and learn 
more of the program requirements 
of stations without attempting to dic- 
tate program policies or content. 
“No broa*caster should ever feel 
that he is in a straitjacket of any kind 
nor that his programming flexibility 
is fettered or his imagination is cir- 
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a cumscribed,” Mr. Ford said. “He 86. Safeway Stores, Inc. 408,800 
i- should take seriously the burden and 93. Salada-Shirriff- 
k trust that the Congress has placed in Horsey, Inc. 375,600 
him that he will properly exercise his 78. Jos. E. Schlitz 
g- privilege to serve all the public in his Brewing Co. 437,800 
on service. 49. Shell Oil Co. 634,500 
of “How he is to do this is his prob- 63. Sonny Boy Company 507,900 
x. lem, but that he must do it the law 28. Standard Brands, Inc. 943,900 
in demands. Our problem is to deter- 61. Standard Oil Co. of 
on mine whether he has done it and plans Calif. 527,900 
p> to continue to do it.” 74. Standard Oil Co. of 
fic As the first step in redefining its me aiee: Indiana 442,400 
on policies, Mr. Ford suggested the FCC Cecil M. Sansbury has been named 31. Sterling Drug, Inc. 859,200 
in- might consider requiring licensees to —_general manager of WHP-TV-AM-FM 55. Sun Oil Co. 585,400 
ni- describe in narrative form the broad- — Harrisburg, it has been announced by 15. Texize Chemicals, 
led cast and program requirements of the General E. J. Stackpole, president of Ine. 1,345,800 
m- communities they serve and explain WHP, Inc. Mr. Sansbury has been 51. Tidewater Oil Co. 612,500 
al- how those needs are being met. The —_general manager of wsEE-Tv Erie. 68. U.S. Borax & 
or broadcaster, he said, is in the best Chemical Co. 465,300 
his position to determine and serve those circle. Chrysler, not present among the 66. U. S. Rubber Co. 72,500 
needs, “whereas our only function in top 100 a year ago, ranked 9st this 33. Ward Baking Co. 842,700 
a this area is to assure ourselves as best time, with estimated expenditures by 9, Warner-Lambert 
we can that he is carrying out his jx, regional dealers of $381,200. , Pharma. Co. 1,990,200 
primary responsibility in order that Ford, the only one among the top 36. Welch Grape Juice 
«4 we can conscientiously make the find- advertiser group in the °58 second Co. 738,200 
vl ing that he will serve the public m- quarter, with a total investment by its 48. Wesson Oil & Snow 
igh terest which we are required to do regional dealers of $301,800, vaulted Drift 657,100 
the by law. from its 89th position among the top 82. Wilson & Co., Inc. 421,300 
nce 100 at that time to 18th place on this 64. Wm. Wrigley, Jr. 495,900 
oil Car (Continued from page 40) year’s list via a spot-expenditure in- aaa eee 
Spot investments for cars them- crease to $1,191,300. bh . 
tal selves totaled $4,080,000 for the °59 General Motors dealers poured Major League 
ing second quarter, a startling jump over = $725,700 into spot during the April- ” 
nity the $917,000 spent over the same  through-June segment of 1959, en- Baseball Presents 
are months in °58. Miscellaneous acces- abling the corporate name to debut 
best sories and supplies accounted for the among the leading spenders in the 
the next most spectacular hop—$1,038,- medium in 39th place. American | 
nsi- 000 this year as against $420,000 a Motors made its “top 100” bow with 
era: year ago. Trucks and trailers went a ranking of 59th by virtue of the 
nin- from $37,000 to $98,000, while bat- $541,100 it spent over the three-month 
the teries and anti-freeze climbed from span. 
ne- zero to $42,000 and $1,000, respec- 
tively. Spot (Continued from page 40) 
The only individual product with- Bottlers 366,500 
rade in the automotive category that 32. Pepsi Cola Co./ | 
take showed no increase—that, in fact, Bottlers 850,500 
ram- went the other way—was tires and 57. Pharma-Crajt Co. 573,000 
the tubes. Last year $541,000 was ex- 100. Philco Corp. 354,200 | 
, he pended to advertise these items via 1. Procter & Gamble in 
d its tv spot during the second three-month Co. 11,764,800 - 
elec- period; for this year’s comparable 47. Purex Corp., Ltd. 663,100 Detroit 
earn period the figure dropped to $485,000. 70. Ralston-Purina Co. 461,100 
1ents Present for the first time among the 80. Revere Camera Co. 432,200 on 
dic- top 100 spot spenders in any quarter 16. Revlon, Inc. 1,323,000 
* were General Motors (regional deal- 19. R. J. Reynolds 
feel ers) and the American Motors Corp., Tobacco Co. 1,189,500 | = 
kind § making for the initial instance in 60. Helena Rubinstein, 
yility § which four major automobile con- Inc. 530,000 WORLD-WIDE TELEVISION SALES CORP. 
; cir- § cerns have appeared in the select 41. Jacob Ruppert 703,000 | echo yall — — — 
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News (Continued from page 25) 


ment and variety stores in major 
markets. 

Television can be used, TvB states, 
to sell a store, a sale, a department, 
an item or a service. The most effec- 
tive method of doing these things— 
and that used by most of the “exam- 
ples” listed—is to use tv on a year- 
round basis. Such use not only gives 
an advertiser the best price, but builds 
prestige for his store, heightening its 
importance in the community and 
providing continuous identification. 

A second tv technique of which 
the successful retailer should be aware 
is the proper use of “saturation” 
schedules, says TvB. “Saturation” 
does not imply that a round-the-clock 
barrage of spots must be used, but 
rather that heavy advertising effort 
should be concentrated where it will 
reach the greatest customer potential. 

One of the stores credited with 
using both techniques to their fullest 
extent is Harvey’s Department Store 


in Nashville, Tenn. Harvey’s tripled 


“Major League 


Baseball Presents” 





SOLD 


mmereerre 





WBRE-TV 


WORLD-WIDE TELEVISION SALES CORP. 
41 East 42nd Street 
MUrray Hill 7-3180 
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M. Dale Larsen has been made gen- 
eral manager of KTVH Wichita- 
Hutchinson, it has been announced 
by Joyce A, Swan, president of the 
Wichita-Hutchinson Co. Mr. Larsen 
has been assistant general manager 
since October 1958 and acting man- 
ager since the resignation of Howard 
C. Peterson in May of this year. 





its ad budget to sign a 52-week con- 
tract with wsM-tv Nashville for 40 
spots per week. About 35 of the an- 
nouncements run Monday-Friday to 
advertise specific merchandise. Sev- 
eral institutional messages which pro- 
mote various services are aired each 
week-end. 

Frank Vermilye, sales promotion 
manager for the store, noted that “re- 
sponse to items displayed proved we 
had hit on the proper formula for 
using tv.” As examples, he revealed 
sales of cashmere coats advertised on 
tv during a two-week period totaled 
$15,000; one sewing-machine demon- 





Experienced 
producer -director 
radio and ty. 


Seeks agency position as super- 
visor, tv account executive or 
producer. Heavy background in 


daytime. 


Package production experience 
on network and local level. 


Box 475 








stration produced four phone orders 
within the show; 13 mink stoles were 
sold to customers who wanted the 
stole “modeled on channel 4.” 

Because of the great number of 
spots used daily, Harvey’s sectioned 
off part of one floor as a full-time 
tv studio. Live merchandise demon- 
strations can be set up quickly using 
display materials and props within 
the store. 

In Wheeling, W. Va., Stone & 
Thomas uses saturation ID’s one day 
each month before its regular “Dol- 
lar Day.” During the daytime 30 spots 
run while 10 more are aired at night. 
After an initial test showed an aver- 
age monthly increase of 12 per cent 
over the previous year when no ty 
was used, the store signed a full-year 
contract. 

A warehouse sale at Sibley, Lind- 
say & Curr in Rochester, N. Y., was 
promoted exclusively on tv. Sales 
were up 13.3 per cent over the pre- 
vious year’s event which was adver- 
tised only in newspapers. The store 
used a variety of announcements— 
minutes which featured several items 
on sale, 20’s which showed a single 
sale item, and ID’s which carried the 
“when and where” of the sale. A total 
of 145 spots ran in the campaign. 

Among other successful depart- 





Network Changes 


Changes in basic hourly rates 
and facilities announced recently 
include: 

ABC-TV has increased the 
basic hourly rate of KJEO Fresno 
from $525 to $575; KTRK-TV 
Houston from $1,100 to $1,200; 
changed KTWo-Tv Casper from 
bonus to $100; wt os-Tv Ashe- 
ville from $550 to $650; an- 
nounced WLUK-TV Green Bay- 
Marinette (formerly WMBV-TV) 
in operation with new facilities 
$600; wrBL-Tv Columbus, Ga., 
from $400 to $425 and wtvp 
Decatur $350 to $400. 

CBS-TV has increased KRNT- 
Tv Des Moines from $700 to 
$725 and Ksyp-Tv Wichita Falls 
from $350 to $400. 
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ment-store operations which use tele- 
vision consistently, notes TvB, are 
Sears, Roebuck in Washington, D. C., 
which runs typical schedules of 130 
ID’s and 20’s on four stations to pro- 
mote special sale events; Union Fern 
Furniture Co., Troy, N. Y., which 
uses from 50 to 200 spots of all 
lengths to promote sales and specific 
items; Wolf & Dessauer, Ft. Wayne, 
which used 175 ID’s in one week to 
promote a new store opening, and 
Maas Bros., Tampa, which ran 100 
ID’s on two stations for a furniture 
sale that brought results four times 
greater than an average three-day 
period. 


Merchandising 

About one-sixth of the commercial 
tv stations operating in this country 
have merchandising plans which in- 
clude supermarket and/or drugstore 
display space for their advertisers. 
Such plans range in scope from an 
Albuquerque station, where $1,500 
worth of time weekly for 13 weeks gets 
an advertiser a bonus of one week of 
display in three drugstores, to that of 
wor-Tv New York, where the same 
amount of money gets one week of dis- 
play in 1,237 stores. 

This and other 
value to the merchandising-minded 
advertiser and timebuyer appear in a 
1959-60 listing of 81 tv and 185 radio 
stations which offer store-display plans 


information of 


to advertisers. The book, prepared by 
the marketing department of Batten, 
Barton, Durstine & Osborn, Inc., lists 
for most stations the names of co- 
operating stores and minimum ex- 
penditures necessary for advertisers 
to participate. The agency is making 
the book available at $5 per copy. 

A brief examination of the tv list- 
ings reveals no over-all pattern in re- 
gard to store displays or basic costs. 
Some stations offer a single mass dis- 
play per store, while others provide 
mass displays, shelf-exposure guaran- 
tees, point-of-purchase shelf talkers, 
etc. Where one station has a plan 
based on a minimum number of com- 
mercials per week, another bases its 
plan on the total amount spent over 
a 13- or 26-week period. Others have 
no stated minimum requirements, but 
gear their efforts to the advertiser’s 
contract and needs. 


po---cc rn - - - - - - 






Every television salesman has a few pros- 
pects who should be customers but who, for 
| one reason or another, won't try the medium. 
Some of these merchants and distributors 
have never used tv. Others were victims of 
poorly planned or badly executed campaigns. 


For prospects like this you couldn’t ask 
for a better convincer than the one 
TELEVISION AGE is offering. Our exclu- 
sive series of product group success stories 


------------------- 


Reader’s Service 


Number of copies 
Auto Dealers (66 case histories) — 
Bakeries & Bakery Products (12) 
Banks & Savings Institutions (19) 
Beer & Ale (42) 
Candy & Confectionery Stores (16) —— 
Coffee Distributors (16) 
Cosmetics & Beauty Preparation (29) —— 
Cough & Cold Remedies (12) ~— 
Dairies & Dairy Products (26) 
Department Stores (37) — 
Drugs & Remedies (36) —_— 
Dry Cleaners & Laundries (10) 
Electric Power Companies (16) — 
Electrical Appliances (24) 
Farm Implements & Machinery (12) —— 
Furniture & Home Furnishings (15) —— 
Gas Companies (11) 
Gasoline & Oil (28) 
Groceries & Supermarkets (23) 
Hardware & Building Supplies (17) —— 


Name 


The case of the 
reluctant advertiser 


includes literally dozens of actual experi- 
ences in television by firms in every business 
group. 


One of these product group stories will fit 
your reluctant prospect—it may well be the 
convincer you need to make that sale. 


Product group stories available in reprint 
form are listed on the order blank on this 
page. Fill it out and return it today. 


2 @e@ 
Television Age 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 


Number of copies 
Home Building & Real Estate (14) — 
Insurance Companies (14) -— 
Jewelry Stores & Manufacturers (22) — 
Men’s Clothing Stores (18) -- 
Moving & Storage (26) - 
Newspapers & Magazines (20) 
Nurseries, Seed & Feed (12) — 
Pet Food & Pet Shops (12) — 
Pre-jab Housing (10) - 
Restaurant & Cafeterias (22) ---- 
Shoe Stores & Manufacturers (18) —— 
Soft Drink Distributors (16) — 


Telephone Companies (10) — 
Television & Radio Receivers (14) - 
Theatres (24) - 
Tires & Auto Accessories (12) _ 
Travel, Hotels & Resorts (15) — 
Weight Control (12) -— 
Women’s Specialty Shops (14) - 


Position 





Company n 





Address__ 


City Zone 


Male 





1) Ienclose payment 


0) Bill me 


(1) Please enter my subscription for TELEVISION AGE for one year at $7. As a 
premium I will receive a copy of the Source Book of Suecess Stories which 
includes the second 15 of the above Product Groups. 
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NIGHT OF DECISION 






















Herb Selby, Vice President 


in Charge of Media, Which media will win tonight? 
Meldrum & Fewsmith, Inc., 
Ohio's largest advertising This is a side of the media executive’s life you may not know much 


agency; at home in his 
den — alone with his media 
decisions, and SRDS. 


about. But it goes on all the time. 





Long hours at home in studious contemplation of the total marketing 
plan on which an agency’s media schedules are based . . . reviewing the 
impressions from innumerable interviews with representatives . . . sort- R 
ing all the data developed by his media buying team .. . recheckirg, Inc. 
re-evaluating every medium under consideration . . . up to his cigar in ders 


SRDS, again, as he and everyone else who gets into the media-buying Cou 
act are in all of the 101 buying actions that ultimately put you on or Gen 
keep you off his client’s schedules. Stat 

spot 


He, and they, may remember some of the impressions your representa 


Lo., 
tives and your general promotion have made in the past... prot 


mot 


but who is selling them now? 


With a properly planned, strategically positioned 
Service-Ad in SRDS 


YOU ARE THERE selling by helping people buy 





SROS Standard Rate & Data Service, Inc. 
the national authority serving the media-buying function 
Walter E. Botthof, Publisher 


1740.Ridge Avenue, Evanston, IIl., Davis 8-5600 
Sales Offices—Evanston, New York, Los Angeles, Atlanta @ We on 
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In the picture 


Lansing B. Lindquist, from 1950 to 1956 vice president in charge of television and 
radio at Ketchum, MacLeod & Grove, Inc., returned to that agency on Sept. 15 as a vice 
president, with general responsibility for all of its broadcast and media activities. Since 
January 1956 he has been a vice president and associate tv director in the New York office 
of McCann-Erickson, Inc. Mr. Lindquist entered the radio industry immediately after 
graduation from Drake University in 1931, and had experience as artist, announcer, writer, 
producer, program director and station manager. During the early days of the American 
occupation of Japan in 1945-46 he served as chief of the radio section of the public-rela- 
tions office in General MacArthur's headquarters. Active in the tv field since 1949, Mr. 
Lindquist is on the broadcast committee of the United Community Funds and Councils. 





Kenneth L. Horstmyer, 37, a specialist in the packaged-goods field, has joined 
Lennen & Newell, Inc., as vice president and account executive, Adolph J. Toigo, presi- 
dent of the agency, has announced. Mr. Horstmyer has an extensive background in mar- 
keting packaged goods. Before joining Lennen & Nowell he held the position of product 
marketing manager for the Campbell Soup Co., where he was responsible for the mar- 
keting activities of all Franco-American products. Prior to this appointment he was prod- 
uct advertising manager and in this capacity was involved in the introduction of Camp- 
bell’s frozen soups. Before his association with Campbell Mr. Horstmyer was a sales pro- 
motion manager and a marketing analyst in the brewing industry and a fountain sales 
representative for the Coca-Cola Co. He is a graduate of Miami University. 








Franklin A. Tooke (1.) has been named vice president in 
charge of the Cleveland area for the Westinghouse Broadcasting 
Co., and James E. Allen (r.) has been appointed Mr. Tooke’s 
replacement as general manager of wBz-Tv, the WBC station in 
Boston. Mr. Tooke has spent nearly all of his 20 years in broad- 
casting with Westinghouse stations, and had been with wsz-Tv 
since November 1955. Mr. Allen, at one time with the Crosley 
Broadcasting Corp., became advertising and sales promotion man- 
ager of wBz-TV in March 1956 and has been sales manager since 


1957. Like Mr. Tooke, Mr. Allen is a bachelor. 


Robert Smallwood, chairman of the board of directors of the Tea Council of the U.S.A., 
Inc., has announced the appointment of John M. Anderson as executive director. Mr. An- 
derson for the past three years has been director of advertising and promotion of the Tea 
Council. He is also secretary of the organization, which is a unique international promo- 
tion partnership between the Governments of India, Ceylon and Indonesia and the United 
States tea trade. Prior to his association with the Tea Council, which is a heavy user of 
spot television, in July of 1950 Mr. Anderson had been vice president of the Faught 
Co., a public-relations firm. Prior to that he was associate director of publications and 
promotion for the Committee for Economic Development, and director of popular pro- 
motion for Columbia Records. He is a Bucknell University alumnus. 











Neal K. McNaughten, manager of Ampex Corp.’s professional products division, has 
been appointed a vice president of the firm, it has been announced by Ampex president 
George I. Long. Mr. McNaughten has served as manager of his division for nearly three 
years. Before joining Ampex he was broadcast market-planning manager in the commer- 
cial electronics products division of Radio Corp. of America. He also was director of en- 
gineering for the National Association of Broadcasters and served as chairman of the 
committees which established the domestic and international standards for magnetic tape 
recording. The Ampex division which Mr. McNaughten heads produces the Videotape tele- 
vision recorder and a wide range of audio tape recording equipment for the broadcasting 
and commercial recording industries. 
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IT’S A PLAIN AND 
FANCY FACT 





that Rochester, Minnesota is the fast- 
est growing metropolitan area in 


Minnesota. 


It is also a fact that the Rochester, 
Minnesota area has 
spendable income of $86 million. 


And what is even more to the point 
is that you can tap this lush market 
with KROC-TV that delivers 70% 
sign-on to sign-off share of audience. 


Join the parade of smart advertisers 
who are using KROC-TV. 


The Meeker fellows will be glad to 


ey 
KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative: Elisabeth Beckjorden 
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a consumer 


THE LIGHTER SIDE In camera 





Life in this television age: News- 
week reports that Republican Senator 
Andrew Schoeppel of Kansas wrote a 
letter to the Senate Banking and Cur- 
rency Committee supporting a bill 
creating a centennial medal for 
Kansas in 1961. The Senator, in pre- 
senting his case, cited some of the 
state’s famous lawmen: Wyatt Earp, 
Wild Bill Hickok and Matt Dillon. 

It was not long before many folks, 
as well as the Kansas State Historical 
Society, called the Senator’s attention 
to the fact that while the Messrs. Earp 
and Hickok were real live men of the 
west, Marshal Dillon is nothing more 
than a fictitious character in the tele- 
vision series, Gunsmoke. 

The Senator was quick on the draw. 
“What family man in this august 
body,” he shot back on the Senate 
floor, “is going to rise up and say 
there is no Matt Dillon and then go 
home and face his children? My 
friends, an utterance like that would 
be equivalent to saying, ‘No, Virginia, 
there is no Santa Claus’ . . . I insist 
that there was a Matt Dillon.” 

* * at 

City officials in a midwestern city 
were dismayed over the discovery of 
an elaborate electronic spy system that 
reported goings-on in 17 city and 
county offices—including the police 
commissioner’s conference room—to 
the desk of the recently fired chief of 
police. 


It was not merely the principle of 
the thing that disturbed the city of- 
ficials, it was also the principal. En- 
gineers figured that the hidden micro- 
phone system cost about $1,500. The 
mayor expressed thanks that the de- 
parting chief had not installed closed- 
circuit tv. 

The mayor further disclosed that 
the discovery of the listening devices 
was made while misconduct charges 
involving another matter were pend- 
ing age nst the chief—that is, the ex- 
chief. 

The equipment, the mayor said, was 
summarily removed. And so too was 





the ingenious and somewhat over. 
curious chief of police. 
* * * 

Attention Viceroy copywriters: 
David Elman, aged 11, of Edison, N. 
J., caught five catfish and put them 
into a tub. Then David noticed one 
was floating on its back, sinking fast 
and “not looking so hot.” The boy 
decided to operate. 

David cut the catfish’s stomach 
open with a razor. He took out a 
black object almost an inch long 
which he still cannot identify and 
sewed up the fish with four stitches 
of red household thread. The fish be 
gan to get better. 

David isn’t making a career out 
of surgery, only a hobby. “I’m going 
to be an aeronautical engineer,” he 
said. 

Decidedly, David is a boy who 
thinks for himself. And that uniden- 
tified black object that David ex 
tracted from the fish is, most assured- 
ly, a thinking fish’s filter. 


* * ” 


Fellow we know said he heard this 
story from the lips of Barney Balaban, 
president of Paramount Pictures. We 
figure if it’s good enough for Barney 
Balaban, it’s good enough for us, anh 
we want to pass it on before it gets @ 
be heard over toll tv. 

It seems that two of the older gen 
eration were on a boat returning from 
Europe. One of them was telling the 
other how much he believed in re 
juvenation. The second man scoffed, 
exclaiming there was nothing to this 
business at all. 

“You’re wrong,” the first fellow 
said. “I know about rejuvenation from 
firsthand experience. In fact, I’ve just 
been to a place in Switzerland thatis 
guaranteed to take 20 years off you 
life.” 

“Don’t believe it,” the second man 
answered. 

“Well, when I tell you what hap 
pened to me,” the first fellow said, 
“you'll think differently. I went to this 
place with a girl 18 years old and 


three days she disappeared.” 
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The spots before the eyes 












er ge of national advertisers these days 
¥4 from are of the radio-tv medium... . 
ing the Television spot is now leading 
. network in gross time sales for 
in Te ‘ - 

the first time, half-year 
scoffed, 1959 figures reveal. 
to this > It's no coincidence that 
7 i oa po” the surging growth of this medium 
, fellow = parallels the extraordinarily healthy 
upswing of our economy. 
on from Spot contributes most of the vast 
ve just motive power that keeps the nation’s 
1 that is product at an ever-increasing flow 
into the hands of consumers. 

off you 
H-R too, reflects growth — 
the ascending national sales curves 
yd man of its represented stations. 
= H-R has just expanded to a 
hat hap : full floor in three offices: 
ow said, Pe af Seagram Building in New York 
: (375 Park Avenue), 
nt to this Pure Oil Building in Chicago 
d and in (35 E. Wacker Dr.), 


and the Russ Building in San Francisco. 


‘We always send a man to do a man's job” 


Television, Inc 
_wRE Representatives 





New York Chicago San Francisco Hollywood Dallas Detroit g 3 





Interview: Cones by opal 


Penick & Ford Advertising Manager tells why he chooses 
WLW TV Stations and WLW Radio for My-T-Fine Puddings and Swel Frosting Mix 


“The WLW Stations take 

the cake for offering advertisers 
the big 3 in broadcasting 
—PROGRAMMING, AUDIENCE, 
PROMOTION!” 


“This programming has helped 
give us a mighty fine position 
in the market and the loyal 
program audience helps create 
a loyal brand consumer.” 


“And for the cherry on the 
cake, we welcome the Crosley 
Stations practical promotion 
and merchandising help.” 


Call your WLW Stations’ Representative ... you'll be glad you did! The Dynamic WLW Stations 


WLW-I WLW-D WLW-C WLW-T WLW-A 
Television Television Television OT Television 
Indianapolis Dayton Columbus Cincinnati Atlanta 


Crosley Broadcasting Corporation a division of Aveo 








